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Get In The Swim
this Summer
with Aqua Sphere
Award winning swim equipment brand - Aqua Sphere –
has your swimming needs sorted for summer.
The revolutionary & original SEAL mask pioneered the
swim mask industry and continues to outperform the
competition, delivering patented curved lens technology
for amazing 180 degree vision without distortion.
The KAIMAN offers superior comfort and visibility in a
traditional goggle and remains exceptionally priced at
only £9.99 srp – we challenge you to find a better goggle
for the price! - whilst the new EAGLE represents a
breakthrough in goggle design by offering
interchangeable lenses, clear and tinted, for different
conditions. Whats more – prescription lenses for this
goggle will soon be available for off-the-shelf immediate
customisation. No wonder the Eagle won ‘Best
Designed Sport Kit’ at the Sport Industry Awards 2006!

New for Triathletes - Aqua Sphere’s first tri-wetsuit range
is design supported by a world triathlon champion and
delivers exceptional super-stretch, high-performance suits
with retail prices starting at only £159.99. With
Phil Wylie, a winning British triathlete
recently stating that Aqua Sphere’s
XP suit, srp only £199.99, gives
him a ‘ a fantastic feel in the
water – really impressed! ‘
that’s a lot of performance
for the price !
With great value
goggles starting at only
£4.99 srp - and high quality
sports snorkelling ranges
ready to take your
summer sales even further
- now is the time to check
out our new web site
www.aquasphereuk.co.uk
or call 01254 278873.
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INNOVATION IN MOTION
At Zoggs we care deeply about what we are doing. For us
it’s more than just designing highly innovative, quality
swimming equipment and swimwear it’s a passion.
We want all
swimmers, whether they
are swimming for fitness or
recreation, to enjoy the
freedom, fun and exhilaration
of the water with
unconditional trust in their
goggle, equipment and
swimwear.
Zoggs has been and
continues to be the UK’s leading
swim equipment supplier to
sports retailers and is proud to be
in partnership with Allied Partners,
Sports UK, STAG and many more.
To join the team call
01276 489 089.
Born in Australia, now swimming
all around the world.

Messe München GmbH, Messegelände, 81823 München, Germany, Phone (+49 89) 9 49-11 3 88
Fax (+49 89) 9 49-11 3 89, info@ispo.com, www.ispo.com
for trade visitors only
Pattern Ltd., Richmond, Surrey TW9 2LL, Phone (020) 8940 4625, Fax (020) 8948 1442
info@pattern.co.uk, www.pattern.co.uk
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Transfer
market

…former Mobilis managing director Adrian
Burr has taken up a consultancy role with
1000 Mile Sportswear to further develop
the Mueller brand in the UK…HILLY
Clothing has recruited Andrew Dudgeon as its new product
development manager....Dave Stalker has been appointed business
development director at nutritional supplements and health foods
manufacturer Ultralife…home fitness equipment supplier Exergenics
has taken on James Mair in a role to identify and secure distributors
globally for the company’s products…Columbia Sportswear has
appointed Nicholas Jacobs and Alan Gear to its newly created Key
Accounts team…

Competition winners
Saucony UK running shoes
Rick Barrow, Beeston
Cristina McDowall, Teignmouth

Nike & Adidas in unethical top 10
Nike and Adidas featured in the ‘least ethical’ top 10 of the recent
Ethical Reputation Index, published by the Fraser Consultancy, a
communications, research and
strategy company.
The UK’s first consumer
opinion survey of corporate ethics
ranked Nike second and Adidas
fourth in a survey of nearly 1,400
adults. Top of the list was
McDonald’s. Other companies in
the top 10 include Shell, CocaCola, BP and Nestle.
In the study, both Nike and
Adidas were perceived as
companies that exploited the
workforce and offered low pay.
The trainers and footwear and
clothing and fashion industries
ranked second overall of the
sectors most poorly rated.
Number one spot went to the oil and fuel industry.

Adidas sales up 40%
Adidas has reported a 40 per cent sales increase across the group
for the first quarter of 2006, driven mainly by the recently
acquired Reebok brand.
Sales for the Adidas group excluding Reebok increased 13 per
cent. In Euro terms group revenues grew 47 per cent to Euro
2.459 billion in the first quarter of this year, from Euro 1.674
billion in 2005.
"The Adidas Group has got off to a powerful start in the first
quarter of 2006," says Adidas-Salomon AG chairman and CEO,
Herbert Hainer. "Both Adidas and TaylorMade-Adidas Golf
delivered excellent top and bottom-line results and Reebok sales
clearly outperformed order backlogs."
06

Gearing up for
Outdoor Fest
Gaynor Sports, Ambleside is already gearing up for the
October Outdoor Fest, which this year takes place on
October 21-28.
A packed programme of events will offer something every day
of the festival for outdoor enthusiasts of all ages and levels.
The purpose of the event, as in previous years, is to raise
badly needed funds for the Langdale and Ambleside Mountain
Rescue Team.
The events programme includes a range of guided walks,
opportunities to test equipment, workshops, special
promotions and competitions, as well as an evening with Alan
Hinkes OBE and a lecture from Mick Fowler, in conjunction
with The North Face, called 'On Thin Ice' (which is also the
name of his new book).
Experts from the major outdoor brands, including Berghaus,
Craghoppers, The North Face, Regatta, Silva and WL Gore, will
be at the week-long event offering advice on equipment.
Says Paul Gaynor, Gaynor Sports' managing director: "The
October Outdoor Fest has gone from strength to strength since
its launch in 2002. Last year's event attracted high visitor
numbers whilst raising £4,500 for the Langdale and Ambleside
Mountain Rescue Team. The event also looks at building and
embracing the existing links between the outdoor industry and
the public.
"We believe that our event has something for everyone and
is unparalleled by anything else on the outdoor map this autumn
and are very grateful for the support and commitment we
receive from the UK's leading outdoor brands, suppliers and
distributors."
For more information visit www.octoberoutdoorfest.com

Berghaus wins innovation award
Berghaus has been recognised
by the Queen’s Awards, one of
the most prestigious business
awards in the UK, as a winner
of the Innovation Category for
design and technical
developments in outdoor
pursuits.
Announced each year on
the Queen’s birthday (April 21),
the awards are given to
companies across three
categories - international trade,
innovation and sustainable
development.
Brand President Richard
Cotter said of the award: “This
is one of the most highly prized
and internationally recognised
awards. Everyone at Berghaus is

proud of this achievement.
“To gain an award in the
Innovation Category is
especially significant for us as
we strive for continuous
innovation in the design of our
products to help people achieve
their goals in the outdoors.”

SPORTS INSIGHT

UK SPORTS BUYER’S GUIDE 2006 Don’t miss the opportunity of year-long exposure in this essential information source.
Tel 01206 505947 / 01206 500240 email guide2006@sports-insight.co.uk

"If players are exciting themselves quite a few times then it's going to have an
effect on their physical condition. We've done a lot of work with a few guys who
were completely addicted to it - they can't let it go”
Sporting Chance founder Tony Adams

Speedo joins
kid’s elite
The Superbrands organisation, the independent authority on
branding, has announced that Speedo has joined an elite
group of brands awarded Kid’s Superbrand status and will
feature in the first-ever Kid’s Superbrand publication.
The publication is part of a wider programme that
highlights the successes of the UK’s strongest kid’s-focussed
brands.
According to the Superbrands organisation, a Kid’s
Superbrand is defined as having established the finest
reputation in its field and offering emotional and tangible
advantages above other brands, which parents or children
recognise and ultimately want.
Says Ben Hudson, CEO UK Superbrands: “The most
successful kid’s brands are interactive, multi-level brands that
celebrate the essence and imagination of youth, whilst
ultimately working to protect a vulnerable audience.
“Today, brands need to be fast, flexible and exciting
enough to entertain children, but responsible enough to
engage and satisfy the purchasing adult. The very best kid’s
brands create strong, virtuous relationships that will
accompany the child through to adulthood, when he or she
will become the key decision maker.”

Profits slashed at JJB
JJB has reported a 45 per cent drop in operating profits in its
preliminary results for the 52 weeks to January 29, 2006. The
retailer has blamed the impact of lower revenues and gross margins
together with continued increases in operating costs for the fall.
Like-for-like revenue also decreased by 4.3 per cent. JJB said
that trading conditions have continued to be very competitive, with
the replica kit comparatives achieved during Euro 2004 being
difficult to match.
On a brighter note, JJB's turnover in its leisure division increased
by 42.2 per cent to £89.2 million. The company has increased the
number of its combined health club/superstores by 11 to 32.
Says non-executive chairman, Roger Lane-Smith: "Although not
unexpected, the fall in the full year profits is disappointing. As well
as a generally difficult retail climate, the sports sub-sector is also
going through a fundamental change with competitive pressures
making trading conditions extremely challenging.
"To offset this, we have adopted a more aggressive stance on
pricing with a resultant pressure on margin and have undertaken
other sales initiatives to address these competitive issues.
"However, I am heartened by the continuing expansion of our
leisure division, where membership of our health clubs at January
29, 2006 was 55 per cent higher than on the same date last year.
Furthermore, we look forward, in the coming months, to a number
of replica kit launches for Premier League clubs as well as the World
Cup, where I have more reason than most to wish England luck."
In May JJB bought UK-based The Golf TV Group in a deal worth
£3.3 million. The Golf TV Group is the UK operator of both The
Golf Channel and The Golf TV Pro-Shop Channel.

A Revolution in
Personalised Sportswear
The Xpres Ultragraphics system enables fast and cost effective
production of one-off and low volume, single or full colour logos for
application to a huge range of apparel, accessories and sporting gifts.

●

●

Fast and easy production of
single and full colour logos
Produce from 1 to 100’s of
transfers profitably

●
●

Low consumable costs
From just £1,545 (inc.installation,
full training and warranty)

www.xpres.co.uk
Tel 01332 855 085
Fax 01332 855 080
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Aqua Sphere wins top design award
Aqua Sphere's new EAGLE goggle won The Best Designed Sport
Kit award at this year's star-studded Sport Industry Awards.

Observer Sport Monthly - Best Sport Magazine (sponsored by
Amer Sports).

Michael Vaughn, Frank Lampard, Mike Tindall and Amir Khan were
among the many sports stars who attended the prestigious ceremony
in London alongside 1,200 key stakeholders from the sport industry.
Says Martin Newton, Sales & Marketing Manager for Aqua
Sphere: "This award pays fine tribute to the design integrity and
construction quality of our products and underlines our efforts to
provide the best eye protection possible for all swimmers.
"As a relative newcomer to the UK market, we are proud and
delighted to have won such a competitive and prestigious accolade
and at the ceremony I was congratulated by many top sports
personalities, who appeared to find it refreshing that a swim
equipment brand had entered this competition for the first time and won."
Aqua Sphere pioneered the use of interchangeable curved lens
technology and the EAGLE goggle is the first to be packaged with two
sets of interchangeable curved lenses - clear and tinted.
Of the goggle, the SIA judges said they were impressed with the
product's simplicity and usability. They liked the innovative design,
especially the fact that prescription lenses would soon be available,
something that set these goggles apart from its rivals.

BBC Sport, Wimbledon on the BBC - Best TV Sport Commercial
(Sponsored by Number One Piccadilly).
Coca-Cola, Win a Player - Best use of PR in a Sport Campaign.
Coca-Cola, The Coca-Cola Football League – Best Sponsorship of a
Sport Event or Programme.
Castorama & B&Q, Ellen MacArthur’s round the world record
attempt - The Eurostar European Sport Sponsorship Award (Sponsored
by Eurostar).
Vodafone, England Cricket Team - Best Sponsorship of a Sport Team
or Individual (sponsored by jobswithballs.com).
London 2012 - Sport Brand of the Year (sponsored by Collyer-Bristow
Solicitors).
Keith Mills, London 2012 chief executive - The FT Sport Business
Person of the Year.

Other SIA winners were:
Reebok, I Am What I Am - Best Sport Poster/Published Advertisement
(sponsored by Action Images).
NatWest, CricketForce - The Sport England Community
Programme Award.
BPA - Visa Paralympic World Cup - Best Promotion of a Sport by a
Governing Body (sponsored by Marsh).
The Times - Best Newspaper Sport Coverage (sponsored by UK Sport).
Orange, Lampard’s 3G Video Diaries - Best Use of New Media in
Sport (Sponsored by Aura Sports).

Outdoor Trade Show on way
The trade has reacted warmly to the launch of the new Outdoor Trade
Show, according to outdoor agency MCS, which has been
commissioned to organise and manage the event following its success
with the Tent Show at Stoneleigh.
OTS will take place within the exhibition halls of Stoneleigh Park
near Coventry on October 4-6, 2006. Occupying Hall 1, over half of the
available space has already been sold and interest from other brands
suggests that the show will sell out quickly.
The event is being led by six of the outdoor market's most
prominent suppliers - AMG Group, Burton McCall, Gelert, Hi-Gear,
Thatchreed and Wynnster. Other outdoor suppliers supporting the show
include Snugpak, Dalesman, Silva, Target Dry, Anatom, SealSkinz,
Buff, Whitby, Lagenfeld, Cigman, Kestra, Electroweld and TKC.
Says MCS' Alasdair Scobbie: "Left without an autumn trade show,
many companies still felt the need for a show that satisfies the
requirements of the smaller independent retailer.
"Research suggests that autumn is a key buying period as many
retailers can only place orders after their summer season is over. Our
objective is to provide a cost-effective buying platform for the trade with
08

Martin Newton (centre) receives The
Best Designed Sport Kit award

a mixture of outdoor brands that really appeal to the retailer.
"Stoneleigh is a popular exhibition venue as it is in the heart of
the country with excellent transport links."
For more information call 0161 827 7405, email
booking@outdoortradeshow.com or visit
www.outdoortradeshow.com

SPORTS INSIGHT

UK SPORTS BUYER’S GUIDE 2006 Don’t miss the opportunity of year-long exposure in this essential information source.
Tel 01206 505947 / 01206 500240 email guide2006@sports-insight.co.uk

“Mothers keep their photo on the mantelpiece to stop the kids going too near the fire”
The BBC’s Jim Neilly on the Munster pack

1% at JD

INCREASE

The John David Group has revealed a pre-tax profit rise of one
per cent to £3.65 million for the year ending January 28, 2006.
The company’s net debt was reduced by £17.6 million, despite its
purchase of the All:sports chain. JD Sports saw total revenue go
up by four per cent, up 0.3 per cent on a like-for-like basis.
Says Executive chairman, Peter Cowgill: “Overall, the board
expects results to continue to improve, particularly in the second
half, and trading remains in line with expectations.”

ONLINE SALES TO HIT £60BN BY 2010
British shoppers will spend a
staggering £60 billion a year on
the internet by 2010, according
to Ian Tomlinson, managing
director of St Helen's-based
retail technology company
Cybertill.
This figure will represent a
fifth of all retail spending, he
told delegates at the recent
Technology enabling the Retail
Industry event, organised by

Merseyside ICT at Liverpool's
Faraday House.
"That is why retailers cannot
ignore the technology that will
enable them to reach new
markets throughout the UK and
the world," says Tomlinson.
"Britain already has 24
million internet shoppers who,
according to recent research,
spent £2.2 billion during the
month of November 2005."

STAG news
Ten new members joined STAG in April, bringing the group’s total to 323.
The location of the new retailers suggests that STAG’s attraction
and reputation is spread nationwide and is beginning to attract
both outdoor and good quality sports retailers.
Word-of-mouth marketing and many trade referrals are
helping to grow the group and make joining STAG a great
proposition for independent retailers and brands alike.
Retailers joining STAG in April are as follows:
Belper Sports, Derbyshire
City Sports, Durham
Equip Sports, Belfast
World of Sport, Armagh
Pykes, Whitby
Bishop Games, Coventry
Bilslands, Isle of Arran
Duncans of Tobermoray, Isle of Mull and Oban
Medway Embroidery, Chatham
Siop Hammden Teifi, Cardigan
Buying Show
The annual
STAG Buying
Show, which
takes place in
November, is
very quickly
becoming
STAG’s largest
show ever.
Interest has
hit new highs,
and with over seven months to go there are 70 suppliers and 120
retailers already confirmed as attending. STAG has stated that it
fully expects the numbers to grow to 85 suppliers and 200
retailers by the time the show takes place.
New supplier agreements
STAG joined forces with three new brands in April. New

agreements have been reached with Burton McCall, On Fire
and Quayside Footwear.
Burton McCall is the largest equipment supplier in the
outdoor trade with brands such as Aztec, Bridgedale, Swiss
Army Knives, Barska, Mag-Lite and Pacsafe.
On Fire will offer its new clothing and equipment ranges to
all STAG members covering three categories - Coastal, Rugby
and Racecorp.
Quayside Footwear offers an excellent range of footwear
specifically designed and developed with the boating
community in mind.
STAG has reached agreements with preferential trade
discount terms for all members.
STAG reaching the outdoor market
The agreement that STAG has just reached with Burton
McCall provides another great reason for outdoor retailers to
take advantage of the benefits of joining the group.
The same principles apply to all retailers, in the way that if
they can make bigger margins and cut their costs joining STAG
makes perfect sense. Many outdoor retailers are now looking at
STAG with this in mind.
Although the vast majority of STAG’s suppliers are sportsoriented and will always remain the group’s key focus, the
opportunity is there to expand into other sectors.
Along with Burton McCall, STAG has as suppliers Target
Dry, Toggi, Outdoor Scene, Horizon, Nikwax, Hi-Tec and
Ronhill - all strong outdoor brands.
Both new and long-standing STAG members operate in
this market sector and include Rydale Rambler, Summitreks,
Freestyle Leisure, Duncans, Bilslands, Grassmere Garden
Centre and Stewardsons Country Clothing, to name a few.

www.sports-insight.co.uk
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Diary Dates
…KooGa Rugby Ltd has signed a five-year sponsorship
extension with Powergen Cup finalists Llanelli Scarlets.
The deal will see KooGa remain as the club’s official kit
partner until 2011 and marks KooGa’s longest
partnership with a Welsh club…Nike endorsee Thierry Henry has defected to
rival sportswear manufacturer Reebok to become the new face of the brand's
‘I am what I am’ campaign. The deal, which will commence in August, is
believed to top his previous £9 million five-year Nike contract…Chelsea
footballer John Terry has extended his contract with football brand Umbro
until 2012. Terry has been with the brand since 2000 and the extended deal is
thought to be worth £3 million…SPEEDO has signed 17-year-old distance
swimmer Kate Ziegler (PICTURED) to a long-term sponsorship contract until
2012. Ziegler is touted as the heir apparent to a long line of top American
female distance swimmers…Port Vale and Trinidad and Tobago international
Chris Birchall has landed a deal with Joma UK that will see him wear Joma’s
new Numero 10 boot at the World Cup…UK sportswear manufacturer
Carlotti has signed a three-year
kit sponsorship deal with
Mansfield Town FC. The deal will
see Carlotti supply The Stags
with home and away kits and
training wear from the 2006/07
season. The announcement
follows similar deals with
Scunthorpe United, Oldham,
Oxford, Bury and Doncaster
Rovers, plus a number of deals
with high profile rugby clubs…

Sponsorship

News

SRS Leisure to partner Reebok
SRS Leisure, the new brand name for Swimrite Supplies Ltd, has become the sole
distributor of Reebok fitness clothing and equipment to the health and leisure sector.
This adds to the company’s growing portfolio of sports brands, which now includes
Reebok, Speedo, Dunlop and Slazenger.
Says Andy Gallop, Sales Director at SRS Leisure: “This new partnership with
Reebok, one of the most established sports brands in the country, really puts us on
the map as a leading distributor in the sector.
“In the past, SRS Leisure has been mainly associated with the supply of wet side
apparel and kit. Adding Reebok to our suppliers’ list means that we can offer a
comprehensive selection of clothing and equipment for men and women
participating in a range of activities, including racquet sports, fitness and swimming.”

RETAIL SOLUTIONS 2006
June 6-8, 2006
NEC, Birmingham

OUTDOORPREVIEW
July 4-6, 2006
Harrogate International Centre

ISPO SUMMER
July 16-18, 2006
New Munich Trade Fair Centre

OUTDOOR 2006
July 23-26, 2006
Friedrichshafen Exhibition Grounds

LINGERIE & SWIMWEAR
EXHIBITION
August 20-22, 2006
Harrogate International Centre

THE TENT SHOW @
STONELEIGH
September 3-8, 2006
Stoneleigh Park

THE OUTDOOR
TRADE SHOW
October 4-6, 2006
Stoneleigh Park

OCTOBER
OUTDOOR FEST
October 21-28, 2006
Gaynor Sports, Ambleside, Lake District

STAG
BUYING SHOW
In association with
Sports Insight
November 19-20, 2006
Heythrop Park Hotel & Country Club, Oxfordshire.
For further information call STAG on 01793 715406.
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“Nigel Mansell is the only man who goes to Nick Faldo for charisma lessons”
Nick Hancock on They Think It’s All Over

Super Tramp launches trampoline safety initiative
Super Tramp is offering two free trampolining lessons with the purchase
of every new garden trampoline in its range as part of the company’s
new initiative to encourage safer garden trampolining.
The free lesson vouchers scheme will be available at all participating
trampoline clubs throughout the UK and Northern Ireland. To use the
vouchers, customers simply contact their nearest participating club and
arrange their free lessons.
Commenting on the initiative, Peter Cornall, RoSPA’s head of water
and leisure safety, said: “A scheme such as this, which gives purchasers
of trampolines the opportunity to be trained in their use by coaches, has
to be welcomed as a very good idea.”
Added Chris Prentis, Super Tramp’s managing director: “We are very
pleased that RoSPA has welcomed our new safety initiative. We also
hope it encourages participants to take up further lessons and coaching
at their local trampolining clubs, which will help to boost the sport of
trampolining in the UK.”
Retailers requiring further details of the free trampoline lessons can
contact Super Tramp on 01884 841305.

A full list of trampoline clubs participating in the scheme can be
found at www.supertramp.co.uk

Sports
Shorts

… Sports World International has overtaken JJB Sports as Britain's biggest sports retailer after its sales increased by 45 per cent
in 2004-05. Sales at Sports World topped £905 million in the year to April 24, 2005, compared with JJB's £773.3 million for the
year to January 2005…Terry Howlett, STAG member and Dovercourt sports shop owner, was selected to play for England Grand
Masters hockey team against Scotland in Edinburgh last month. The 63-year-old has been playing the sport for over 50 years.
England won the game 3-0… Red and yellow cards dished out by referees in England are set to be the first in the world to be sponsored. From the
start of next season all 30,000 of England’s registered referees could be using cards sponsored by leading football-themed poker website
goalpoker.com…Brownie points for New Balance, which picked up an ethical award from PETA, People for the Ethical Treatment of Animals, which
presented the company with the Award for Best Cruelty-Free Athletic Shoe Company recently... UKTV G2 will simulcast each of the 31 matches being
screened live by the BBC at this summer's FIFA World Cup. The digital channel's sub-licensing deal starts with England's first game against Paraguay
on June 10 and ends with the World Cup Final…The British Olympic Association is launching a new business partnership scheme with UK blue-chip
companies and the governing bodies of specific Olympic sports. The initiative will see companies provide professional services, advice and support to
improve the delivery of services to athletes... Pepsi is launching a £7 million campaign featuring 21 past and present England footballers to tie in
with the World Cup …Berghaus has announced a long-term partnership with The Outward Bound Trust…Heineken International has renewed its
contract with Rugby World Cup Ltd to sponsor the tournament in France in 2007… Vango is to sponsor the largest mountain marathon in the world The Original Mountain Marathon. The company, which celebrates its 40th anniversary this year, has agreed a three-year deal, with the event now
called the OMM sponsored by Vango…Sport England has launched runningsports, its new portfolio of training and support resources designed to
support volunteers involved in team, club or community group administration and management…Chancellor Gordon Brown is boosting British hopes
at the 2012 London Olympics with an additional £600 million funding package for athlete training….
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Mitre takes kit award
Best foot forward
Kate Austen, owner of
a specialist footwear
shop and podiatry and
chiropody business
called Podplus
Trackside Shop &
Clinic, has been named
the South East finalist
at the Shell LiveWire
Young Entrepreneur of
the Year Awards 2006.
Austen, 23,
opened her business in
May 2005 after
receiving help from
youth charity The
Prince’s Trust and
Business Link. Based at
the Julie Rose Stadium
in Ashford, Kent,
Podplus specialises in
providing specialist
footcare with the help
of gait analysis
technology. Podplus
then supplies footwear
and clothing to suit

individual’s feet and
the activity they are
involved in, plus a full
range of podiatry
services.
Says Austen: “As
the industry and
manufacturers are
advancing their
products to offer great
shoes for your feet, the
potential to reach the
whole of Kent with a
valuable fitting service
to promote these
technical trainers was
definitely there.
“I’m really excited
to be nominated for
this award and I am
really pleased that my
business is being
recognised. I hope that
maybe I can be an
inspiration to other
young entrepreneurs
in Kent.”

UK Gear storms American market
British sports brand UK Gear has secured a major deal with top US
retailers to supply its range of high performance training shoes across
the States.
The deal will see the company’s specialist running shoes supplied
to Dick’s Sporting Goods, one of America’s largest sporting retailers, as
well as independent outlets throughout the country.
UK Gear entered the British sportswear market in 2004 with the
launch of the PT-03, the first commercial product ever to be designed
and developed in association with the British Army.
The official US launch took place in New York, where David Hinde,
founder and managing director of UK Gear, and two senior British
Army officers held a press conference for US media.
As a prelude to the launch, senior Non Commissioned Officers
from the Army Physical Training Corps toured the US introducing
staff at Dick’s Sporting Goods to the PT-03 and explaining how UK
Gear earned the right to produce the first and only training shoes
bearing the British Army’s famous crossed swords insignia.
American armed services have also embraced the arrival of UK
Gear’s training shoes, selling them to troops through their stores
on camp.
Says Hinde: “The US is a notoriously challenging market to break
into, but our unique relationship with the British Army and reputation
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for quality has secured the company a strong foothold in this highly
competitive market.
“Our American customers recognise the importance of purpose
designed specialist equipment and respect the fact that our first
allegiance is to the true fitness enthusiast. Everything we develop is
designed for the function not for fashion.
“I think we have proven that, with an excellent product and the
right approach, a British company can succeed in the US market.”
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“The decathlon is nine Mickey Mouse
events and a slow 1,500 metres”
Steve Ovett

Sporting Calendar

Wakeling tops Super Twelve
Sky Sports' Vic Wakeling has been crowned
the most powerful person in sport in a list
published by new quarterly sport magazine,
Passion, produced by the Sport Industry
Group.
The top 12 are:
1. Vic Wakeling
2. Gordon Brown
3. Lord Sebastian Coe
4. Bernie Ecclestone
5. Roman Abramovich
6. Roger Mosey
7. Sheikh Mohammed bin Rashid Al Maktoum
8. Richard Scudamore
9. Simon Fuller
10. Dave Whelan
11. Cathryn Sleight
12. Mike Dunn

Wakeling, who with 20 years at the cutting
edge of sport broadcasting and a budget of
over £750 million a year, is credited by
Passion Magazine as 'the mastermind behind
Sky's growth'.
His deals to win football rights are said to
have revolutionised the game. Passion also
hails him for transforming other sports such as
rugby and luring cricket away from Channel 4.
Chancellor Brown made second place
because his control of the country's purse
strings ultimately decides the level of funding
sport receives and directly impacts on
Britain's sporting infrastructure and success,
while Lord Sebastian Coe, chairman of the
London Organising Committee for the
Olympic Games, is ranked third. Alongside
serious political clout and global presence,
Lord Coe is said to have the ear of both the

Blacks posts
1.1% sales rise
Blacks Leisure Group plc has announced a 1.1 per cent total sales
increase in its preliminary results for the year ended February 28, 2006.
Gross margin strengthened 3.5 per cent, while operating profit
margin was up to 7.5 per cent from 7.1 per cent in the previous year.
The company's continued store expansion programme enhanced its
market leading position in the growing outdoor sector. Seventeen new
stores opened during the year - six Millets, six Blacks and five Blacks
Out of Town outlets.
Says chairman, David Bernstein: "The group has, once again,
delivered both sales and profit growth, with a substantial 3.5 per cent
improvement in gross margin. Although it is still early in the year and
the key summer period is still to come, the board considers that the
group has made a satisfactory start to the financial year."

IOC and Tony Blair.
Says Nick Keller, managing director of
the Sport Industry Group: "We created the
Super Twelve list to shed light on the power
brokers who have the overriding influence
to change the face of sport in this country.
"Some may be more surprising than
others and we're keen to spark interest and
drive debate, but without exception each of
the Passion Magazine Super Twelve deserves
recognition for leading the way in their
respective fields.
“But the world of sport is fast-paced
and changeable and already we’re seeing
the twelve’s rivals banging on the door and
demanding inclusion. As the leading
industry authority, we’ll be eagerly watching
who takes up the mantle and makes it on to
next year’s list.”

Ellis Brigham expands
Specialist mountain sports retailer Ellis Brigham is to open two
new stores this summer, marking the company’s 20th store since it
was first established in Manchester in 1933.
An 11,000 sq ft store at the Braehead Xscape, Glasgow will
be dedicated to snowsports, showcasing clothing and equipment,
and will include snowboard store The Snowboard Asylum.
The location, adjacent to the UK's largest indoor real
snowslope, enables Ellis Brigham and The Snowboard Asylum to
offer skiers and snowboarders the unique opportunity to ‘try
before you buy’ from the biggest range of demo skis and
snowboards available in the UK.
A 5,500 sq ft store dedicated to mountain, trek and travel
equipment will be situated next to the main entrance of Xscape,
stocking a comprehensive range of mountain sports equipment
and clothing for walkers, climbers and outdoor enthusiasts.

www.sports-insight.co.uk
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PRODUCT ROUND-UP

Kit Stop

Essential stock for your shop
Onfire joins the lin
eout

Onfire has made its
name with rugby tshirts, combining sha
rp humour and ed
gy
design, and now the
company is
launching its first ful
l rugby collection
featuring sweatshirts
, hoodies and other
rugby-inspired pro
ducts.
The new collection,
which will be
available from Augu
st, will centre
around a new ‘Onfi
re First XV’ logo,
developed exclusive
ly for the launch.
Statement t-shirts,
featuring
hard-hitting lines like
‘If you can’t run
with the big dogs,
don’t piss up the
tall trees’, are availab
le to retailers
from £8.51 for me
n’s and £7.23 for
women’s (excludin
g VAT).
Onfire is a stock bra
nd and the new
statement tees are
available now, in
addition to products
from its other two
collections - Onfire
Vintage Coastal an
d
Onfire Racecorp.
To stock or find ou
t more call Onfire on
01283 537722 or em
ail sales@onfire.co
.uk
Alternatively, visit
www.onfirerugby.co
m

Premier Sock Tape
Premier Sock Tape has been specially developed for the
conscientious sports player.
The new patented ‘soft polyvinylchloride’ composite material
allows a slight stretch, helping to reduce the ‘tourniquet’ effect that
other products may inflict.
Keeping your socks up and your shin and ankle protection in
place is important. Premier Sock Tape does this perfectly and comes
in a variety of colours that will reflect most ‘park team’ kits.
Professionally branded for specific sports use, Premier Sock
Tape will outperform old-fashioned methods of keeping socks up
and has become the favourite accessory for sportsmen from the
Premiership to the Olympics.
For more information call 0870 3001478 or visit
www.premiersocktape.co.uk
for more information.
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Mitre Attack FST Pro
The Attack FST Pro trainer (£34.99) has been designed specifically to
enhance the movement, stability and comfort of players.
The outsole pivot point enhances rotation, whilst the lower
profile of this court shoe helps reduce the risk of ankle roll. It also
features excellent cushioning and support to combat the rigours of
today’s game and is available in a variety of colours.
Says Mitre Marketing Manager, Katrina McCreadie: “Over 180
years of expertise in manufacturing sports equipment enables us to
develop the very best netball products for today’s market. Mitre
continue to lead the way in product technology and we are
delighted to produce such a fantastic trainer for netball players
worldwide.”
Mitre: 0208 970 2866. www.mitre.com

Polar CS300 cycling
computer
Designed for fitness cyclists who also
enjoy other cardio sports, the
CS300 is a stylish wrist unit that
combines powerful cycling
features with cross-training
functionality.
Offering a total training
solution, it utilises highly
reliable and accurate speed
and distance measurements
with an optional wireless
cadence sensor. By monitoring
progress with real-time feedback
from your body and bike, the
CS300 can help you train at the
correct intensity so that you can get the
most out of your training and use your time
efficiently.
With an RRP of £124.50, the CS300 can be worn on the wrist or
easily mounted on a bike.
Polar: www.polarelectro.co.uk

McDavid sports
support range
Built on three levels of protection, the
McDavid sports support range offers a
line of products for any body part and
level of support - from a basic
elasticated support through to a highly
sophisticated hinged knee or laced
ankle brace.
Manufactured in the company’s
own Chicago factory, the quality is
assured and McDavid is proud to be
represented in over 100 markets,
making it the global leader in sports
medical products.
The McDavid range is supported
by a point of sale and restocking
programme that is second to none and
its products are endorsed by some of
the world’s leading athletes.
Couple this with its extensive
range of performance and protective
undergarments, and McDavid offers a
fantastic range and margin
opportunity.
To view the latest ranges call
McDavid on 08701 188002 or email
info@mcdaviduk.com.

www.sports-insight.co.uk
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PRODUCT ROUND-UP

Kit Stop

Essential stock for your shop
1000 Mile Sportswear
1000 Mile Sportswear has extended
its display package by producing
two ‘Try Me On’ boxes - one for
outdoor and one for athletic socks.
The boxes complement the
current display stands and come
with a pack of ‘try on’ socks.
Retailers interested in receiving a
box and samples should contact
1000 Mile Sportswear on 01923
242233 or email
sales@1000mile.co.uk

Kaala on course for
successful tee-off
Kaala, a golf equipment manufacturer
based in Staffordshire, has raised
funds of £300,000 to help launch a
new golf bag and trolley system where
the clubs are fully enclosed from the
elements and selected by means of a
rotary mechanism.
Having undertaken an investment
readiness programme run by Connect
Midlands, Kaala attracted several
offers of private equity by attending a
London investment fair. Some of the
funds were used for a major launch
programme at the London Golf Show.
Priced at £245 for the manual
model and £495 for the electric
version, Kaala has already received
significant interest from golf product
retailers.
Kaala: 01902 723671.
www.kaalagolf.com
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COMPLETE CONTROL
The National Ice Centre skates ahead with a
new POS solution from Toshiba in partnership
with Medoc.
The National Ice Centre (NIC) has
implemented a new EPOS solution from
Toshiba in partnership with Medoc to improve
its business management systems and
customer service.
With a diverse range of business activities,
including ticketing and booking desk, retail
outlet, dance studio, a variety of conference
rooms and 12 bars within the facility each
operating from a standalone cash register, the
process of collating and reporting the sales
data on a daily, weekly and monthly basis was
a time-consuming, manual process.

High quality
The NIC selected Medoc’s TSM Crystal software
on Toshiba ST-70 touch screen tills. Medoc
recommended Toshiba ST-70 touch screen tills
due to their high quality robust manufacture
and compact design. Medoc’s extensive
experience of Toshiba tills, consistently
demonstrating proven reliability and resulting in
a low total cost of ownership, gave them
complete confidence in recommending the
Toshiba hardware.
Speaking of the decision to appoint
Medoc, Rob Williams, IT Manager at the
National Ice Centre, said: “We had confidence
in Medoc’s ability to deliver a complete
networked solution covering the retail,
hospitality and ticketing requirements. Other
suppliers I had discussed our requirements with
had software suited to either retail or
hospitality environments.
“Medoc’s tailored approach, overall vision
and ticketing experience ensured that we could
have the functionality needed in all areas, with
the potential to develop enhancements, like
online booking, in the future. Their partnership

with Toshiba for the POS hardware was also an
additional hook - I knew I could be assured of
a quality and stable platform from a world
renowned manufacturer.”
With one networked solution implemented
by Medoc, the NIC can now manage all its
business activities, including admissions and
stock, from one back office system. The
Medoc/ Toshiba solution has given the NIC
complete control of all the varying stock items skating boots with many different variables
such as blades, sizes, ankle heights and
lengths; hockey sticks with individual styles,
lengths and twists; and one-off figure skating
dresses mean that hundreds of different stock
permutations are now automated and reported
on centrally, resulting in far greater accuracy
and efficiency.

Seamless link
With an online store provided on top of the
EPOS installations, another challenge for
Medoc was to provide a seamless link between
the stock in the retail outlet and the e-store. A
single networked back office stock system
ensures that stock is automatically updated,
giving 100 per cent accuracy at all times.
Real-time reporting makes it far quicker
and easier to manage the centre, giving
complete visibility of management information.
The recent TV programme ‘Dancing on Ice’ has
sparked increased interest by the public in ice
skating, which has improved the footfall on the
public skating sessions by almost 50 per cent.
The real-time aspect of the EPOS solution
allows the centre to carefully monitor numbers,
ensuring they do not exceed the maximum
capacity of the rinks. This increased demand
has also resulted in a further till being installed
in the box office in February 2006.
A big advantage of the Medoc/Toshiba
solution - demonstrating the flexibility of the
system -is the ability to run any till in offline

FOR MORE INFORMATION PLEASE
CONTACT TOSHIBA ON:
0870 890 7200
MARKETING@TOSHIBATEC-EU.CO.UK

mode. For example, at weekends when the
demand for ice skating is highest, the NIC can
turn a shop till into a public skating till by
quickly re-configuring to a front-of-house
scenario, giving maximum flexibility and
avoiding customer queues. It is then a simple
matter to connect the till back to the network
and download the information onto the system
for automatic update.
With intuitive touch screen menu options,
the Toshiba ST-70 tills are extremely fast and
easy for staff to use, making staff training
much quicker. The small footprint and compact
design ensures that the touch screen tills will fit
into the smallest of spaces.

Future proof
With the flexibility of the Medoc/Toshiba
solution, the NIC has the ability to develop new
ideas and opportunities on its future-proofed
solution. One planned initiative is a cashless
swipe system for customers of the Ice Centre,
which could be used in both the hospitality
and retail areas, allowing children, for example,
to purchase an amount on a swipe card to be
used to buy refreshments or goods, avoiding
the need to carry cash.
With the focus on enhancing the public
experience, the National Ice Centre will also be
looking to use the POS system for advance
bookings. IT Manager, Rob Williams, explains:
“ONE OF OUR MAIN AIMS IS TO
CONTINUALLY ENHANCE THE CUSTOMER
EXPERIENCE AND WE NOW HAVE SOME
INTERESTING WAYS TO DO THIS, SUCH AS
USING THE POS FOR A ‘FAST PASS’ FOR
REGULAR USERS, MAKING THE CENTRE EVEN
MORE ACCESSIBLE AND GETTING CUSTOMERS
STRAIGHT ONTO THE ICE, CUTTING DOWN ON
QUEUES.”

RETAIL INTERVIEW

Recent publicity of football
injuries is highlighting the dangers of
purely performance products,
especially to parents, as young feet
are a lot more at risk. Although it
comes with a price tag, leading
podiatrist Trevor Prior has launched
his all-new Assassin football boot
from Prior 2 Level (P2L). Prior 2
Level (P2L) has combined worldclass expertise in podiatry and
performance footwear design to
create boots uniquely designed to
meet the needs of professional and
elite athletes.

Retail Therapy
Kate Austen, Podplus, Ashford
Kent businesswoman Kate Austen
opened specialist footwear shop and
podiatry and chiropody business
Podplus Trackside Shop and Clinic in
Ashford, Kent in May 2005. Podplus
supplies footwear and clothing to suit
an individual’s feet and the activity
they are involved in, and offers a full
range of podiatry services with an onsite podiatry and chiropody clinic.
What gave you the idea to open
Podplus?
I’ve always enjoyed exercise and
sport - more so running, athletics,
keeping fit and healthy. My brother
Tom studied to be a podiatrist and felt
there was a need to supply sporting
footwear with advice on its suitability
for individual needs to improve foot
care amongst active people.
The industry and manufacturers
are advancing their products to offer
great shoes, so the potential to provide
a valuable fitting service to promote
these technical trainers was definitely
there.
Tom and I toured the south of
England to see other specialist
running shops and sports-related
podiatrists, and it hit home that with
Tom’s podiatry knowledge we could
offer something quite unique and
combine the shop with a clinic
offering a full range of podiatry
services for sporting people and
anyone who aspires to be active. We
could create a business to keep people
comfortable and active, and also to
promote sport.
Is there a shortage of specialist foot
care services on the high street?
Specialist foot care services are out there
if you look for them. But the ‘high street’
chiropodist is generally not on the high
18

street as the overheads are typically too high
and good podiatrists are difficult to come by,
especially those with sporting experience.
Recommendation and reputation is the best
way to find the services you need, but it is
likely that you will have to travel to find a
true specialist.
Do traditional running shoe shops
provide the right advice for athletes?
Independent running shops typically are
run by enthusiasts and can always give
valuable advice from experience. A few
retailers have found benefits in
formulating links between themselves and
podiatrists and gait analysis is becoming
more widespread, especially as it is being
used as a marketing tool for many leading
shoe brands.
I think the importance of providing
advice is increasing, but retailers need to
beware of the risks and responsibilities of
‘recommending’ product, even when
professional podiatry knowledge is the
foundation.
Is foot care still a neglected side of
sporting equipment?
Specialist sporting equipment brands tend
to be function driven. Many running
trainer brands use podiatrists to help in the
development of their shoes to improve foot
function and performance, so they are
often good for your feet.
Alternatively, in football more recently
most boots are typically designed for their
sporting function, and foot care is pushed
down the list of priorities. There will
always be a fine balance between
performance and foot care. Fads and
fashions will always bring performance
products that may compromise foot care,
but in the long-term I think those products
that do take foot care into consideration
will last, especially as awareness of the
subject increases.

Will more shops such as Podplus
appear as more people realise the
importance of the right foot care?
We believe that utilising the skills of
carefully chosen practitioners
(podiatrist/chiropodist/sports
massage/physios) adds value to the
products and services we provide and
makes us a point of information for
our customers.
We are the first specialist in this
area of Kent to highlight the
importance of foot care and footwear
alongside products, and we’ve found
that we need to educate our market
so they understand the importance of
choosing the right footwear, which
has been very challenging.
Many shops have recognised the
importance of offering footwear to
suit individuals, but ultimately it
depends how perceptive the customer
is to these different factors and what
it is that influences them. The Society
of Chiropodists and Podiatrists are
encouraging parents to think more
about their children’s feet with ‘Feet
for Life Month’ in June, which will
increase awareness to the public.
Has Podplus been a success since
opening last year?
We find word of mouth the best
source of gaining custom, so Tom’s
reputation has been a great start to
combining podiatry and footwear in
the sports industry. The service we
provide has foundations from
podiatry behind it, and our facilities
allow us to translate that clearly to
the customer.
It’s been hard work, but we are
seeing the results and getting
positive feedback and
recommendations from our
customers and from other
practitioners. Having a treadmill
and video gait analysis in store is a
good marketing tool, but with the
right knowledge it is also a good
tool for analysis. We are just
approaching our first year and
si
things are very positive.
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It’s not cheating.
It just feels like it.
Sports Oxyshot, the revolutionary 100% natural oxygen sports supplement that has
taken Australia by storm, is fast becoming an essential piece of sports kit on these shores.
The extreme oxygen supplement is rapidly winning fans across the sporting spectrum from
top-level footballers to Olympic athletes and leading rugby teams - including Super League
Champions, the Bradford Bulls.
Derived from NASA-based technology, Sports Oxyshot

Whilst there is no substitute for hard training

is the strongest oxygen supplement available in the

and dedication, there is no doubt that Sports

world today, delivering a massive dose of bio-available

Oxyshot has made a positive contribution

oxygen directly into the bloodstream so 'charged'

to the performance of the players and

molecules reach working muscles more quickly. Drug

the team.”

free, non-toxic and pH balanced, just 10ml of Sports
Oxyshot, taken once or twice a day, helps athletes and

Puralife director Ross Riley

sports people perform consistently at their peak and

comments, “Forget conventional

recover much faster to stay in the “game”.

energy supplements - this really is
something different. With oxygen

Dean Richards, Harlequins RFC Head Coach and former

crucial to around ninety percent of

England International is enthusiastic about the benefits

the body's energy production, even

of the new supplement: “As a head coach and former

professional athletes can suffer from oxygen depletion

international player, I know how physically prepared you

due to physical exertion, pollution, fatigue and air travel.

have to be to compete and win against the best in the

Sports Oxyshot is the most effective natural means of

world. The demands that the modern professional game

ensuring your body gets the oxygen it needs to perform.”

of rugby puts on players are intense and any advantage
we can get to improve training results is welcome.”

A 250ml bottle of Sports Oxyshot is available at £39.99
(RRP) equating to just £1.60 per 10ml shot.

“Sports Oxyshot has given the players the ability to take
their training and match day performances to another
level. Recovery times have improved and players are

For further information on Puralife and its products,
visit: www.puralife.co.uk or call 0870 11 66 386.

fresher and more alert.

100% Performance. 0% Risk.
Oxyman (UK) • Alcester Road • Mappleborough Green • Studley • Warwickshire • B80 7DF
Tel +44 (0) 870 11 66 386 • Fax +44 (0) 870 11 66 387 • Email info@puralife.co.uk • www.puralife.co.uk

PRODUCT FOCUS

What’s Hot
The Orthaheel range of shoe inserts
Phillip J Vasyli, chairman of VASYLI International, talks us through the offering

Can you give us some
background on the brand?

Phillip J Vasyli

I started in practice as a podiatrist in
central Sydney in the mid-1970s
specialising in lower limb
biomechanics.
In 1979, AOL was launched Australian Orthotic Laboratories
(subsequently known globally as
Vasyli International). The company
had three clinics in Sydney and
rapidly became the largest
manufacturer of custom-made foot
orthotics in the southern hemisphere.
With the many thousands of
general public and high-profile
sports personalities I treated
personally over the ensuing years, I
began to question why the vast
majority of the patients I saw on a
daily basis were suffering from
basically the same conditions - heel,
knee and back pain and aching legs.
After extensive research, I
concluded that it was not the patients
that had the underlying problem, but
our inability to cope with the unnatural
man-made environment that we were
forced to walk on day after day.
It was this realisation that led to
my theory of ‘Nature versus
Civilisation’. In essence, the human
foot was designed to walk on natural
undulating surfaces like sand and soil.
However, nowadays we walk on
unnatural, hard, flat surfaces that
cause our feet to overcompensate - we
excessively pronate (roll inwards)
with every step we take.
The foot does not function alone,
but in conjunction with the ankle,
knee, hip and lower back. Much like
bad wheel alignment on a car, poor
alignment of the feet can cause wear
and tear in other parts of the body.

Key features and benefits?
To address this common problem, I
looked at more cost-effective
alternatives to the rigid custom orthosis
because I wanted to make the product
more accessible and affordable.
I designed an orthotic profile from
the many thousands I had prescribed
and developed an EVA compound that
also had the ability to be heat moulded,
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if required, to fine-tune the prescription.
This product had the features of a
significantly more costly custom
orthosis with the benefits of being
virtually equal in performance. This
was a significant advantage, especially
when more than one style of orthosis
was required.
A natural progression for the
company was to expand the
availability of this essentially medical
technology to the masses at a less
prohibitive price. Orthaheel, our retail
brand, is an over-the-counter, nonmouldable orthotic range. Launched
initially in Australia, it rapidly
became the category leader in
footcare in pharmacy.
The Orthaheel brand was
subsequently launched in the UK in
the mid-1990s and was stocked by
Boots pharmacies nationally within 12
months. It became the UK’s category
leader and remains so today.

Why has the range sold
so well?
Essentially, it is our commitment to
advertising and education. Once the
consumer has the opportunity to hear
the Nature versus Civilisation story
and then reads concise and
informative explanations regarding
common biomechanical related
problems, they try Orthaheel. Our
products are also backed by an
unconditional 30-day money-back
guarantee.

Who is it aimed at?
Initially, we marketed Orthaheel at the
50-plus market. Biomechanical
dysfunction is a problem that
causes breakdown of the
soft tissues through
years of excessive
compensations;
therefore, in the
main, it is
degenerative.
The 50-plus group still
remains an important
consumer of our products.
However, with the
increase in demands on
the body through fitness

and general exercise regimes,
combined with consumers’ increased
knowledge and awareness of
wellbeing of the body, and in
particular ‘gait’ analysis focus,
Orthaheel has benefited sportsmen
and women - both recreational and
elite - of all ages as well as children.

How is it marketed?
Orthaheel is principally marketed
through UK national daily press
along with national monthly
magazine advertising and in-store
POS support.
I can also be seen regularly on
QVC UK promoting the brand and
explaining why we get foot, knee and
back pain as well as aching legs. We
also attend and support relevant
national trade events.

What is the most effective
way a retailer can market
the brand?
Our POS materials work very well by
informing and promoting the
Orthaheel brand in store. Display units
are designed to give maximum
exposure to the brand.
Our money-back guarantee is also
an extremely powerful call to
purchase. These key elements are
very positive combinations for our
retailers. We also promote
local/regional advertising with retailer
tagging. Our website
(www.walkpainfree.com) is also a
si
valuable resource.

60 SECONDS INTERVIEW

60
Seconds

Following Aqua Sphere’s Best Designed Sport Kit Award,
Sports Insight talks to Martin Newton, the company’s
Sales & Marketing Manager

Can you tell us about Aqua Sphere's US heritage?
Aqua Sphere was launched in 1998 as a division of the diving
industry leader, Aqua Lung, to enhance the swim experience
and to provide quality products to the 100 million-plus
recreational and fitness swimmers across the USA.
Aqua Lung had its genesis more than 60 years ago with the
compact pressure regulator invented by the pioneering ocean
explorer, the famous Captain Jacques Cousteau.
The Aqua Sphere brand was specifically developed to
deliver premium quality swim equipment to the global swim
market and today we offer a wide spectrum of products,
including high quality masks, fins, snorkels, thermal swimwear
and swim goggles for the recreational and fitness swimmer.
Can you give us some information about your product range?
Today Aqua Sphere boasts a full range of Adult and Kids
goggles and masks for all levels and types of swimmer suitable for pool or open water.
High-quality accessories include zip fins, kick boards,
bags, caps, swim gloves and beach shoes and we also offer
quality Aqua Skins for winter for adults and Wet Suits for kids.
This year we have launched a new adult Tri-Wetsuit
range, which delivers exceptional quality for the price, with
Rookie suits starting at only £159.99 (SRP), an XP suit for
men at £199.99 (SRP) and a specially designed Women’s
WXP tri-wetsuit for only £199.99 (SRP). We are getting great
feedback from this new line, which has been designed in
conjunction with leading European triathletes.
Moving forward, a new portfolio of performance
swimwear is scheduled for launch in SS07. We are constantly
looking for new innovation in line with our dedicated swim
equipment heritage.
What's Aqua Sphere's USP?
We are best known for our crystal clear, easy-to-adjust,
superbly comfortable, watertight aquatic eyewear for all.
Once a swimmer tries Aqua Sphere goggles and compares
them to other brands, they are hooked. The comfort and clarity
of vision is second to none and the price is very competitive.
Do you also offer eye protection specifically for triathletes?
Aqua Sphere goggles and masks have been adopted as the best
in class for both triathetes and Ironman competitors globally
since we launched the original SEAL swim mask in Italy.
Since then Aqua Sphere has dominated aquatic eyewear
in open water swimming and we are continually pushing the
boundaries of innovation to offer quality swim equipment for
all levels of swimmer. Our new EAGLE goggle is the first to
offer easily interchangeable curved lenses - clear and tinted which deliver a simple pop-out-and-swap action.

aqua/sports snorkeling arm to the business has been
established in order to deliver a recreational snorkeling
range with its own distinctive name and image.
Aquatics offers retailers fantastic margins on all entrylevel sports snorkeling kits for families and holidaymakers.
By creating standalone brands with very clear and distinct
personalities, over the years the parent company has
successfully established a whole host of brands like Aquatics
to cater for all areas of the global watersports market.
What products feature in the Aquatics range?
Aquatics offers a full range of masks, fins and snorkels for
the recreational snorkeler. Ideal for all the family, the
Aquatics product line offers both quality and value to
enhance the snorkeling experience, whilst giving retailers
great seasonal margins.
How do you plan to increase your profile in the UK?
Following the initial high-impact launch with Aqua Sphere’s
‘Visionary Thinking’ campaign across quality sport, tri and
lifestyle magazines, we aim to kick on through the summer
season and drive business into sports retailers by offering
superb in-store merchandising programmes, which have
been tried and tested in the States.
We’ve also secured high profile race meets like the
Ironman UK, Human Race Triathlon series and open water
swimming meets for 2006 and beyond.
What new launches have you
got planned?
Our new interchangeable curved lens
EAGLE goggle has already made a
real impact and we’ll be rolling out the
bespoke Optical version over the
summer. We also have our new triwetsuits, suitable for all levels of
outdoor swimming, already used by
elite athletes on the triathlon and
open water circuits.
Finally, we’ll be launching the
Aqua Sphere Italian produced
swimwear range at the end of the
year for 2007 sell through. The designs, quality and fit
are of the same familiar Aqua Sphere standard and certainly
si
won’t disappoint.
For all your summer swim equipment needs and
triathlon season requirements, call Aqua Sphere on
01254 278873 or visit www.aquasphereuk.co.uk

Why have you launched a new brand, Aquatics?
As Aqua Sphere continues to grow in the UK, a sub-
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FSPA MEMBER NEWS

Buzzing
Members of the FSPA have had a
busy couple of months with events
up and down the country
Members of the British Golf
Industry Association (BGIA) gave
a great boost to grass roots junior
golf by raising £19,000 at Frilford
Heath Golf Club on April 10-11.
The occasion was the fourth
annual BGIA golf day and dinner
to raise funds for the Golf
Foundation and its development
work in grass roots golf, and
members were clearly delighted to
return to the Oxfordshire club’s
excellent facilities for a second
year.
The picturesque Green Course
welcomed 18 teams of four on a wet
April day. The warm atmosphere
was immediately apparent at the
pre-tournament dinner as nearly
£2,000 was raised at the charity
auction before a ball was even
struck. Out on the course, the
Sports Marketing Surveys team
emerged as winners of the main
event, edging out last year’s winning
team from True Temper.
David Wells, Chairman of the
BGIA, says: “The annual dinner
and golf day in support of the Golf
Foundation was again a huge
success. I am always overwhelmed
by the amount of support we
receive for this event from the
industry, both in terms of
contribution and participation.
“The day is now firmly
established in the golf industry
calendar and is a great opportunity
to support a worthy cause
collectively as an industry. I am
already looking forward to next
year’s event to be held at Woburn
Golf and Country Club.”

PPA's inaugural meeting a
big success
The Play Providers Association
(PPA), the FSPA’s newly formed

association for indoor operators, is
pleased to report that it hosted a
highly successful inaugural meeting
of members on March 31.
The meeting, which was
attended by leading play operators
and industry figures, was a huge
step forward for play providers,
according to one of the PPA's
newly elected committee members,
Janice Dunphy of Creepy Crawlies,
who said: "It was refreshing to be
in the same room as other operators
who share our vision - to make the
PPA the vehicle to drive towards
quality in the play industry.
“We shared our thoughts about
what we wanted to achieve and it
was remarkable that small and large
companies agreed on the same
objectives. I came away from the
meeting with a few answers and
ideas and a strong belief that I
wanted to be part of the PPA
Committee - part of the future in
the industry."
The topics for discussion at the
meeting were wide-ranging and

“The PPA has a pivotal role to play in the future of indoor play
and its predicted growth in the coming years”

included the existing standards
within the industry that the PPA is
looking to develop through its
own code of practice, to more
effective ways to promote play
operators to the general public.
The consensus amongst
members was clear - the PPA has a
pivotal role to play in the future of
indoor play and its predicted
growth in the coming years. Those
operators who are serious about
the importance of high standards
of service and quality through
membership of the PPA will be
able to improve not only the
standing of their own indoor play
centre, but also to play a more
active role in the success of the
industry as a whole.
One of the PPA’s membership
benefits is promotion on the find
play search facility at
www.playproviders.org.uk

2006 Business of Golf
Conference
Following last year's well-attended
inaugural Business of Golf
Conference at the St Andrews Bay
Resort, the Golf Consultants

22 www.sports-insight.co.uk

UK SPORTS BUYER’S GUIDE 2006 Don’t miss the opportunity of year-long exposure in this essential information source.
Tel 01206 505947 / 01206 500240 email guide2006@sports-insight.co.uk

“As part of the scheme, thousands of special Find TAFy logos are being distributed
nationwide for use by anglers”
Association has announced the
venue for the follow-up event.
The GCA Business Of
Golf - Profit From Golf
Conference will take place
at the famous five-star
Celtic Manor Resort in
Wales on October 29-31,
2006 and will feature a
wide range of esteemed
speakers from the world
of golf.
GCA spokesman
Andy Hiseman expects
the second conference to
be even more popular than
last year’s event. "We're
expecting at least 125
delegates at Celtic Manor this
October,” he says. “We had
outstanding feedback from last
year's event, with a near 100 per
cent approval rating from those
that attended.
“We've added an extra half-day
to the conference this time around,
giving delegates even better value
for money, and we believe our
'Profit From Golf' theme is
relevant to more or less everybody
in the golf industry."
The event will focus on
maximising profit from golf
business and on how non-profit
making organisations can gain
wider economic benefits from
developing golf in their local area.
Delegates from all over the world
are expected to attend,
representing golf resorts, national
tourist boards, investors in golf,
golf developers, golf architects,
individual golf clubs and a variety
of golf-related businesses.
The Business Of Golf
Conference currently has
sponsorship opportunities available
and is inviting interested
companies to get in touch. If you
would like to attend the event or
would like further details on
sponsorship packages contact the
Golf Consultants Association on
02476 414999, extension 207,
email gca@sportsandplay.com or
visit www.business-of-golf.com

the Angling Foundation to
promote the use of accreditation
nets bearing the distinctive waterlily logo.
The Angling Foundation is
one of four angling associations
under the FSPA’s umbrella and
advises the industry on angling
and fish welfare issues.
As part of the scheme,
thousands of special Find TAFy
logos are being distributed
nationwide for use by anglers.
Each person is invited to display
the sticker on his or her seat box
or other suitable item of coarse
fishing tackle.
Each week, starting from now
until the end of August, a Find
TAFy official will visit dozens of
coarse fisheries throughout the
UK and award prizes to the first
anglers he encounters displaying
the sticker.
Angling Foundation
chairman, Simon Henton, is
enthusiastic about the scheme:
"Here is the chance for anglers to
gain a tangible reward for taking
fish conservation seriously.
“Our members are rightly
proud that their accredited
products meet the highest fish
conservation standards and are
now donating hundreds of brand

new products to the Find TAFy
scheme to help spread the word
further."
For more information on
The Federation of Sports and
Play Associations call 02476
414999, email
admin@sportsandplay.com or
visit www.sportsandplay.com

si

TAFy hooks a mermaid at
Go Fishing
Coarse anglers throughout the
country are being offered a chance
to win valuable spot prizes via a
new initiative known as 'Find
TAFy', which is being launched by

The victorious Sports Marketing Surveys
team at the BGIA golf day and dinner
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COUNTERFEIT GOODS

Fake fashion
The market for counterfeit clothing is massive and represents a continued problem for
retailers. But what can your business do to protect itself? Dave Howell investigates
Think about the last time you
accepted a delivery of goods into
your store. Were you absolutely sure
that every item was genuine?
The trade in fake or counterfeit
goods is estimated to cost the UK
economy £9 billion pounds every
year and shows no sign of
diminishing. On a global scale, this
figure leaps to £250 billion or seven
per cent of all world trade.
As a retailer, you must always be
vigilant to counterfeit goods as today
they are very hard to spot from the
real thing. With sportswear being one
of the most popular items to
24

counterfeit, educating yourself about
this growing problem is now essential.

Intellectual property
Counterfeit goods have become a major
problem in all sectors of the retail trade.
The Patent Office, along with a number
of related groups, including the Alliance
Against IP Theft, carried out research
that they published in a report called
Fake Nation
(www.allianceagainstiptheft.co.uk). This
document makes for stark reading about
the trade in a wide range of fake goods.
The key findings of the report give a
clear indication of how widespread

counterfeiting is. Of the respondents to
the survey, 73 per cent stated that they
had seen counterfeit goods and 34 per
cent stated that they have purchased
counterfeit items.
Counterfeit goods are mostly
bought from car boot sales, street
markets or from abroad, but as Sarah
Challenger of the IP Crime Group at
the Patent Office points out, an
increasing amount of these goods are
now available from legitimate retailers.
“It is still true that, in the main,
counterfeit and pirated products are
sold outside the main retail chains,”
she says. “However, we have been
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The days of being able to fake a football shirt with
some clever packaging could be over with the
introduction of new technology

concerned about reports that
legitimate supply and distribution
chains are being infiltrated. There is
no clear evidence of the scale as yet,
but the National IP Crime Group, set
up by the Patent Office under the
National IP Crime Strategy, has an
expert group that is specifically
looking at this problem.”
Why counterfeit goods continue
to be popular has also been looked at
carefully, as there is clearly a big
market for these items. Price
continues to be a major reason for the
purchase of counterfeit goods by the
public. Sixteen per cent of those

surveyed in the Fake Nation report
said that they would be unable to
afford the genuine article they were
interested in, with 19 per cent stating
that they bought fake goods to make
their money go further.
But the overwhelming discovery
was that almost three-quarters of
those surveyed stated that they
thought genuine items were
overpriced.
In the sportswear industry, the
problem of counterfeiting is perhaps
more acute than in any other retail
sector. Sportswear in general has a
high degree of desirability, which
translates into an equally high level of
fake goods being available to
consumers.
The vast majority of fake
sportswear does continue to be bought
abroad, with over 16 per cent of Fake
Nation respondents indicating that
they had bought counterfeit goods at
least once over the last year. One
trend is for consumers to state that
fake items are of equal quality to their
genuine counterparts.
Anthea Davies, Lead Officer for
Fair Trading at the Trading Standards
Institute, says of the continued
development of the counterfeit
sportswear market: “Counterfeit
products are a significant problem in
the sportswear industry and, in some
cases, fakes are so sophisticated that
they are difficult to identify.
“As a retailer, it is most important
to source goods from a reputable
supplier with assurances as to their
authenticity and quality. Counterfeit
goods may turn out to be inferior in
quality and performance, even if they
look convincing at first sight, and
items such as sports shoes may not
provide the necessary support and
protection afforded by the genuine
article.”
The trade in fake sportswear in
particular is intimately tied to the
brand that is being faked. This is
certainly understood by high-profile
brand manufacturers. In 2004 Umbro
seized £1.2 million worth of fake
products.
Nick Langhorne of the Football
Association told Sports Insight:
“There is significant evidence to
suggest that organised criminals are
behind sophisticated counterfeiting
activities. It has been established that
these criminals are counterfeiting as a

means to fund or launder money
gained by drug and people trafficking
as well as terrorism.”
The view that counterfeiting is
entrenched in organised crime is
echoed by Ruth Orchard, Director
General of the Anti-Counterfeiting
Group (ACG). She stated in the
organisation’s most recent report:
“The exponential rise in
counterfeiting activity has led to
increasing recognition that it is
becoming ‘the crime of the 21st
century’.
“It is now a global issue,
involving major criminals, who use
the relatively easy profits they make
from fakes to fund other serious
crime, using the same networks for
making and smuggling fake goods as
they do for their other criminal
activity.”

Spotting a fake
With the rise in counterfeit goods,
what can you as a retailer do to
protect yourself? Sarah Challenger at
the Patent Office offered this advice:
“Our advice is remember the three
'Ps’ - the person you're buying off, is
he/she known to you? Are they
reliable, do they seem trustworthy?
“The place you're buying from is the place known? Is it a legitimate,
familiar, reputable premises? And the
price you're buying for. Is it a realistic
price for the product?
“If any answers to these questions
are no, you are probably risking your
money, your health or both.”
The ACG has been very active in
its response to the rise of counterfeit
goods entering the retail chain. It is
aware that sportswear is of particular
attraction to counterfeiters due to the
high price of football shirts and the
almost insatiable appetite for them
from the buying public.
A number of roadshows are run
each year that give everyone
concerned with counterfeit goods the
chance to see the latest anticounterfeiting measures. Details of
future roadshows are posted on the
ACG’s website at www.a-cg.com.
Often confused with counterfeit
goods are ‘grey’ imports. Sarah
Challenger explains how these goods
differ from fake items: “Grey imports
are not counterfeit, they are genuine
articles. Parallel or grey imports are
goods which have been marketed for

“In the sportswear industry, the problem of
counterfeiting is perhaps more acute than in any
other retail sector”
www.sports-insight.co.uk
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COUNTERFEIT GOODS

“Passing off counterfeit goods as genuine will
not only damage your reputation, it could also
land you in court”
the first time by the rights owner, or
with his consent, outside the
European Community and are then
imported into the community.
“They are, therefore, distinct from
pirated or counterfeit products, which
are goods which have been produced
without the rights owners'
permission.”
You can read more details on how
you can approach grey imports at
www.patent.gov.uk/about/ippd/issues/
grey.htm.
If you are unlucky enough to
find yourself a victim of counterfeit
crime, you must report it to the
usual authorities. This includes your
local Trading Standards. You can
find your local office at
www.tradingstandards.gov.uk.
"The possession and supply of
counterfeit goods or items which
infringe trade marks laws can result
in criminal convictions and
significant financial penalties or
even imprisonment,” says Anthea
Davies of the Trading Standards
Institute. “Retailers who are in any
doubt about the authenticity of
products they are offered should
make contact with their local
Trading Standards service.”
Passing off counterfeit goods as
genuine will not only damage your
reputation, it could also land you in
court. High profile brands go to
great lengths to protect their
intellectual property, which includes
tracking retailers who may be
selling illegal copies of their
merchandise.
If caught doing so, at the very
least you would fall foul of the
Trade Descriptions Act. This carries
a maximum penalty of £5,000 in a
Magistrates’ Court. The maximum
penalty on conviction in a Crown
Court is an unlimited fine and/or
two years’ imprisonment. In
addition, a trader may lose his
consumer credit licence.
The days of simply being able
to fake a football shirt with some
clever packaging could be over with
the introduction of new technology.
Radio Frequency Identification
(RFID) could put a major dent in
the counterfeit market if the system
is adopted widely across the
sportswear industry.
Goldwin Sportswear, for
instance, has been testing RFID
tags in a bid to increase the
26

efficiency of its operation. By using
this technology the company has
been able to virtually shut down the
trade in grey imports of its products
and significantly reduce
counterfeiting, as the RFID tag
itself is difficult to fake.
Intellectual property crime is
one of the most economically
damaging activities that is faced by
the retail market as a whole. With
high profits available to organised
crime, this practice looks set to
grow over the next few years with
an even more diverse range of
goods entering the market.

It is still true that the vast
majority of counterfeit goods don’t
enter the legitimate high street retail
chain, but there are worrying signs
that this is changing.
For you as a retailer this means
you must increasingly be on your
guard. As Sarah Challenger of the IP
Crime Group at the Patent Office
concluded, if you’re offered
something that seems too good to be
true, it probably is.
“Any form of retail outlet is at
risk from counterfeiters, who have
realised the huge profit margins that
can be made from IP crime,” she
says. “Our advice to shop owners and
consumers alike is to be constantly
aware of who is marketing the
products, from where and at what
price. If any of these factors appear
unbelievable, then they probably are.” si

Counterfeit football shirts continue to come into the
UK from the Far East

RESOURCES
The Anti-Counterfeiting Group
www.a-cg.com
A superb source of help and advice on every aspect of counterfeiting.
IP Crime Group (Patent Office)
www.patent.gov.uk/about/enforcement/ipcrimegroup.htm
Set up in 2004 to carry out the IP Crime Strategy, you can get detailed
information on IP crime from this website.
Trading Standards
www.tradingstandards.gov.uk
If you suspect that any goods you have come into contact with are counterfeit,
your first port of call should be your local Trading Standards office.
The Alliance Against IP Theft
www.allianceagainstiptheft.co.uk
You can see the latest news about counterfeiting and download the Fake
Nation report from this site.
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Funding failure
Too many UK athletes fail to get the support they deserve.
Could sports retailers help, asks Hugh Graham?
Shelley Rudman had not even been on
a bob skeleton when the Winter
Olympics took place in Salt Lake City
four years ago.
But this did not prevent her from
winning Britain's first medal at this year’s
Winter Olympics.
The 24-year-old part-time classroom
manager from Pewsey in Wiltshire
claimed the silver medal for her event,
being beaten for gold only by the final
competitor, Switzerland's Maya Pedersen.

Shelley Rudman: "I hope my result
will put skeleton on the map and
that it will make a lot more
businesses aware of the sport”
28

Had Rudman not been denied a
world-class performance funding grant
from the national lottery last year
because of a disqualification in a world
championship event, her success might
have been even greater. The lack of
funding was a huge disappointment and
a major setback, but did not halt
Rudman’s climb to the Olympic
podium, even though Pedersen's
combined time of 1min 59.83 seconds
for the two runs was 1.23 seconds faster.
Rudman’s joy at taking silver was
wonderful to watch. "I just can't believe
it," she said. "It feels really surreal. I'm
really gob-smacked. I had hoped for the
bronze, so I'm certainly not complaining
about silver."

Experience
Remarkably, Rudman, a former 400
metre hurdles runner, took up the

Credit: London 2012

sport only three and a half years
ago and is still in her first full
season on the international
circuit. She arrived ranked fifth
in the world, but had entered the
event mainly to gain experience
for the 2010 Winter Olympics in
Vancouver, when she’s hoping to
land gold.
Her February medal was
clinched by a sensational second
run on the 1,403-metre Cesana
Pariol course, after finishing the
first run in fourth place. "I was
just perfect on the second run,"
said Rudman. "I normally go
better the second time down, so I
wasn't worried about being in
fourth place after the first run. I
didn't expect too much and I
didn't change a thing.
“Near the bottom my head
was pinned down more, so I
knew I was going well. I made a
few mistakes in my first run but I
was able to make corrections
between runs.”
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“Funding, or more precisely the lack of it, is a constant topic of
conversation amongst Olympic hopefuls”

Rudman
found it really
difficult to fund
her Winter
Olympics
preparation, but
hopes that her
medal success
will make future
funding easier: "I
hope my result
will put skeleton
on the map and
that it will make a
lot more businesses
aware of the sport,
which in turn will
increase our funding.
We were at a
disadvantage but did
really well, nevertheless.”
Funding, or more
precisely the lack of it, is a
constant topic of conversation
amongst Olympic hopefuls, because
the days when amateurs turned up on
the day of the competition to ‘have a
go’ are long gone. Today’s medal
winners have devoted years to their
sport, fine-tuning their training to
peak at the time of the competition.
It requires a ruthless daily regime
and total dedication. Today’s medal
winners are totally professional and
do very little else other than train
and compete in their sport.
Originally, Rudman wanted to be
a 400 metre hurdler. She went to Bath
University to study for an HND in
sports performance, and a friend who
was on the British bob skeleton team
- one of the four different bobsleigh
events, which uses a very light sled took her to the training facility. That
was in 2001. She had a go, clocked
up a decent time and everything went
on from there.
She had to pay for everything
herself, so money was a problem.
Bob skeleton is an expensive sport. A
sled can cost up to £3,000 and you
also need to cover travel and
equipment costs as well as insurance.
Says Rudman: “Some friends in my
village set up the Shelley Rudman
Supporters’ Group, raising £4,000 for
me by doing a canoe marathon along
the Kennet and Avon Canal from
Pewsey to Bath.

“Such enthusiastic local support
obviously made me want to do
really well because everyone in the
village has helped me loads. The
best way to reward people who
have had faith is to produce good
results, so the fact that I did well in
the Winter Olympics is just
brilliant.”

Popularity
Skeleton is gaining in popularity with
sport fans and athletes alike. The
appeal lies in the 'extreme' nature of
the sport - the speed, the Gs and the
closeness of the body to the ice. The
sport involves the athlete racing down
a man-made ice track, adopting a facedown, head-first minimal drag riding
position on the board - a sleek
composite sled.
Rudman's achievement is all the
more remarkable considering there is
no proper skeleton track in Britain just a push-start track at Bath
University only 100 metres (109
yards) long - so it’s worth
remembering that, during the real run,
competitors have to negotiate 16 bends
on a mile-long track of hard, sheet ice.
Of her achievements, Andy

Schmidt, a member of Britain’s
coaching team, had this to say: “Her
result was incredible. We expected a
good result in four years, not this year.
She had no pressure and was relaxed
and very professional. This is what I
expect from her for the next four
years. I'm sure she will improve
herself further.
“Her second run was nearly
perfect. Before the Games we said
one medal would be a success. We got
that in the first week."
Shelley has already established a
fine record in her chosen sport World Student Champion 2005,
British Women’s Champion 2004
and 2005, current British World Cup
leader and silver medallist in the
European Championship 2006 - and
all of these results were achieved
without the support of national
funding.
Whenever sportsmen and women
gather, you can rely on funding, or
more frequently the lack of it, to be
the source of much heated debate and
significant media comment. The
decision, in February this year, by Ben
Brown, the gymnast used in the
marketing campaign for London’s

Credit: London 2012
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2012 Olympic bid, to quit the sport
because of lack of funding created
headline news.
Brown, who was pictured vaulting
the ‘Gherkin Tower’ in the campaign,
quit to work full-time in a bank. “It’s
been on the cards for a while,” he told
BBC Radio Five at the time. “I’ve had
to give up the sport because there’s a
huge lack of funding. I’m not able to
train six hours a day, six days a week
without any income and, therefore,
there’s no way I can continue to train
and work full-time.
“It’s just not feasible. When
you’ve been at work all day you’re
tired, so by the time you get to the
gym your mind’s not on the task.”

Dream
To win Olympic gold is the dream of
almost every athlete, yet there can only
be one winner in any event, so
although winning gold, silver or
bronze is wonderful, being chosen to
represent one’s country is recognition
that the athlete is one of the world’s
best. To be selected as a member of the
British Olympic team is the goal to
which most British athletes aspire.
Which is what, after all, sporting
achievement is all about. All
sportsmen and sportswomen love their
sports and most would compete
whether or not they won prizes, fame
or recognition. ‘For the love of the
game’ has real meaning for most
competitors. But a world-class medal
is something different, and requires
support at government level, which is
why UK Sport, the Government
agency responsible for maximising
British success in the Olympic and
Paralympic Games, was established in
1997 to invest in and support the
nation’s most talented athletes.
The result has been to transform
the nation's Olympic and Paralympic
fortunes. Great Britain moved from
being Olympic also-rans at the
Atlanta Games in 1996 to a top-10
nation in Sydney and Athens. On
April 1 this year UK Sport took on
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responsibility in the UK and England
for the performance pathway - from
an athlete's identification through to
the podium.
But just as expert commentators
believe there will never be enough
money to properly fund British
pensions, the health service,
education, as well as law and order,
so sports commentators and
sportsmen and women continue to
believe there will never be enough
money to properly fund sport, which
is why hopefuls in the ‘lesser’ sports
- where the UK probably has the
greatest chance of winning medals will still have to find their own
funding, which is where local
businesses can play a really
important part.
It’s ironic, isn’t it, that before this
year’s Winter Olympics hardly
anybody outside winter sports had
heard of Shelley Rudman, yet her
name became headline news as soon
as she won the silver medal?
Phil Keates, managing director of
Trident Steel, a south coast steel
fabrication company, says that
Trident’s beginning was rooted in
community spirit. He believes that if
you take a lot out, you have to put a
lot back.

One of the ways that Trident puts
something back into the community is
by supporting a local youngsters’
football team. Keates says its fun, and
without local funding sports-mad boys
will never have the opportunity of
becoming the Rooney or Beckham of
tomorrow, which is why Keates and
his wife, Angela, watch nearly every
match when ‘their boys’ are playing.
The PR opportunities for local
sports retailers are clearly enormous providing they sponsor local athletes.
Shelley Rudman would not have won
Winter Olympic silver without
enthusiastic local support, and there
are almost certainly undetected
Olympic hopefuls training in your
area who could use your help.
Most would-be Olympic athletes
say that a sum of £2,000 in
sponsorship is all they need to
continue training at a level that
could turn them into a British
Olympic team contender.
Hugh Graham is keen to learn of
any sponsorship arrangements entered
into by independent sports retailers.
Contact him by email
(hugh@hughgraham.net), but leave a
contact phone number because the
information you provide may well
si
form the basis of a future article.

SPORTS INSIGHT

UK SPORTS BUYER’S GUIDE 2006 Don’t miss the opportunity of year-long exposure in this essential information source.
Tel 01206 505947 / 01206 500240 email guide2006@sports-insight.co.uk

Calling all

RETAILERS & DISTRIBUTORS

Boost your profits!
Try us - Sports Leisure or School wear products
Try us - Garments or uniforms for staff or one off events
e football netball basketball or hockey teams
Try us - Single
or large corporations

Netball

Team Colours offers its services to the trade making
the full range of their sports leisure school and
corporate wear available to distributors and
retailers

increasing number of retailers and
Basketball Andistributors
have become regular customers

Football

as they realise there are big profits to be
made from our ability to fulfil the most
diverse criteria in style colour size or
quantity on time and within budget

Rugby

Customised orders can normally be
supplied within   weeks

Hockey

Our exceptional customer service
lowest prices and sheer
versatility ensure the best deal
for whatever requirements
you have

Tennis
Top value
top
quality

We also offer embroidery
printing sublimation
printing at truly
competitive prices

Equestrian
Corporatewear
Leisurewear
Schoolwear

Subli print on T shirts

caps and polos

jackets

rugby shirts

Embroidery, printing, etc.
Visit our website

urs.co.uk
www.team-cotslom
ore!
and see lo

All enquiries alw

ays welcome

Fitness

Telephone    or   
or email enquiries@team colours co uk
quote code SI  for special rates
Team Colours Ltd

Bags

www team colours co uk e mail: enquiries@team colours co uk
Dept SI   The Maltings Stanstead Abbotts Hertfordshire SG HG
      Fax   

IN SEASON TRIATHLON
The Salford Triathlon ITU World Cup caters for elite athletes
and complete novices alike

Could Tri harder
Triathlon, one of the most exciting, challenging and inclusive
sports around, is enjoying massive growth in interest, says
Catherine Eade
Figures from the British Triathlon
Association show a huge increase in
the popularity of swimming, cycling
and running in a single event. As the
triathlon season starts, entrants to
the increasing number of events
around the world are getting ready
to beat their last race time, young,
old, men and women and even
children alike.
“People who get involved are
looking for a new challenge,” says
Norman Brook, the chief executive of
the British Triathlon Association. “A
lot of people fall into it. They are
doing marathons and cycle for fitness,
or they go to the local gym and are
looking for a new challenge.”
According to Brook, triathlon has
grown massively in popularity since it
32

became an Olympic sport at the 2000
Sydney Games. Entries to triathlons
have tripled to 100,000 in the past five
years and membership of the BTA has
doubled to 7,500.

Age is no barrier
"Triathlon is proving most popular
among those aged 30 to 40, partly
because it is those people who find
they can't play team sports any more,"
says Brook. Unlike swimming and
athletics, which are divided between
the main field and masters, triathlon is
divided into five-year age bands.
Explains Brook: "It’s organised into
age bands so you can continue to have
sporting success, and even if you are
44 you can represent Britain. Getting
older doesn't matter."

Mark Hammersley, CEO of Zoggs
International, agrees: “The range of
distances, from sprints to Ironman, means
triathlon is accessible and achievable for
people of all abilities,” he says.
“At Zoggs we’ve noticed that an
increasing number of recreational
swimmers we talk to are making the
transition into triathlon, looking for a more
challenging, varied sport. It is also popular
with the ageing population as people want
to keep physically active as they get older.”
Hammersley says triathlon is expected
to continue to grow, not only at the elite
level, but increasingly at the recreational
and amateur level, where participants of all
abilities are now giving the sport a go.
Friends and family who come along to
spectate has also meant the introduction of
more first-timers to the sport.
“Triathlon has seen year-on-year
growth since starting to become popular in
the 1990s and has attracted many people
that started running through 5k and 10k
events and were looking for a new
challenge,” he says. “The sport is also
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appealing to individuals seeking a new
physical challenge as it offers such a
mix of physical activity.”
Fans of the sport are also proud of
its variety and openness. As well as
the notorious Ironman World
Championship, which lasts a gruelling
14 hours, there are indoor triathlons,
competitions purely for disabled
athletes and children’s’ events. Onethird of all triathlon entrants are
women and there is now a host of
women-only events, such as Chester's
Deva Divas and the new Timex
Triathlon in Eton.

wetsuits and bikes,” he says.
“Triathletes will often have two full
sets of equipment, one set for training
and one for racing. Price does not seem
to be an issue with triathletes, who are
often willing to spend more for
innovation and quality.”
For the elite classes it can be
expensive, with racing bikes costing
several thousand pounds. But in the

intermediate sections many participants
ride on hybrid bikes and hire their
wetsuits.
Says Hammersley: “Retailers need
to provide choice and sound advice as
well as a full range of products.
Triathletes will come back to a retailer
where they feel they can get everything
under one roof and have the
opportunity to talk about their training

Retail benefits
As Hammersley points out, the
demand for specialist products for all
three areas of triathlon will continue to
grow, which can only be good news
for sports retailers.
“Triathletes need to buy equipment
for three sports not just one - this
includes high value items such as
www.sports-insight.co.uk
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IN SEASON TRIATHLON
at the same time. There is a high degree
of brand loyalty within triathlon and
triathletes will wear what other triathletes
are already wearing.
“There are many triathlon-specific
retailers already. To attract this discerning
market, retailers will need to have a
specific offer for triathletes and good
knowledge of products available and
well-used brands.”
Zoggs itself launched a website
(www.swim4fitness.com) that it has now
extended to include Swim4Triathlon as a
result of increased demand. The series of
free downloadable tri-specific swim
programmes show potential and existing
triathletes how to swim and improve
progressively. Zoggs also produces a
swim4fitness newsletter that is circulated
free to anyone who signs up to use the
training programmes.
The company has developed a
number of products specifically for
triathlon, which as Hammersley points
out, is rather different from a few laps
around the local pool.

Tri-tactics
The curved lens technology Zoggs uses
in its Predator, Odyssey Max and
Predator Profile goggles and the Vortex
Aqua Sports Mask allow the athlete up
to 180-degree peripheral vision and
visual clarity. “In a crowded, open water
swim peripheral vision is a real
advantage, as is the knowledge that your
goggles won’t break if you get kicked
by another triathlete,” he says.
Swims can be pretty rough, by all
accounts, and many participants report
underhand tactics like kicks and punches
in the heaving swell. There is even a site
on the internet where participants can
pick up tips on how to get ahead of a
rival, including such hints as pulling off
people’s goggles and undoing their
wetsuits while swimming alongside, not
to mention ‘accidentally’ hitting people
in the face, pushing them off their bikes
and generally playing dirty.
Murky tactics aside, the excitement
generated by this sport has meant great
advances in kit for triathletes. Changing
from one outfit to another is becoming
less of an issue during the ‘transition’
phase. Many participants now wear a
skintight suit beneath their wetsuit that
acts as trunks, shorts and vest rolled into
one. Fast-drying, with padding in the
crotch to save saddle-sore woe, the cutaway top keeps you cool on the run. See
the boxout for the full list of
recommended gear.

Future prospects
Britain is one of the leading nations in
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ORIGINS OF TRIATHLON
The date September 25, 1974 is widely celebrated as the day modern
triathlon began.
In the early seventies a group of sporty friends, including runners, swimmers and
cyclists, began training together in southern California. Training sessions turned
into informal races and before long the first Mission Bay Triathlon was held, with
46 competitors on that day in 1974.
This sparked off more interest in the sport, which had actually been going
since the 1920s in France. An event dubbed ‘Les Trois Sports’ was reported in
French newspaper ‘L’Auto’ which featured a 3km run, 12km bike ride and a
channel swim - without any break. Similar races were held in Marseille, Rochelle
and other areas in France.
Today the number of different triathlons worldwide continues to grow.
Proficiency in swimming, running and cycling alone is not sufficient to guarantee
a triathlete a competitive time - trained triathletes have learned to race each
stage in a way that preserves their energy and endurance for subsequent stages.
the sport, with 15 triathletes ranked
among the world's top 50, including
Tim Don, who came fourth in the
recent Commonwealth Games event in
Melbourne, and the leading woman Andrea Whitcombe, ranked sixth in
the world.
The future for the sport looks
particularly rosy - for a start the
number of events in the triathlon
calendar has doubled since 2000, from
3,000 to around 8,000 in 2005. And
the number of participants in 2000 was

40,000, a number which had risen
to 100,000 last year.
According to the BTA’s
Norman Brook: “The UK has a
group of talented elite triathletes
and a crop of highly talented
youngsters, so we see triathlon
keeping a high profile through to
2012 as these athletes enjoy medal
winning success. The focus on
2012 will keep interest in the sport
and we see participation continuing
to grow over the next six years.”

si

NEED TO KNOW
Triathlon gear to recommend, as
advised by sports gear website
REI.com
SWIM
Swimsuit: a snug-fitting swimsuit that
will reduce drag in the water. This can
be a standard swimsuit or a ‘tri suit’
with bike-type shorts and form-fitting
top that can be worn throughout the
entire race. (For both men and women.)
Goggles: preferably anti-fog, and swim
cap.
Wetsuit: optional, unless you train or
race in cold water.
Lubricant: to help with wetsuit
removal and prevent chafing.
RIDE
Bike: a road bike's lighter frame and
narrower tyres will be faster than a
mountain bike, but lots of first-timers
use whatever kind of bike they have and
do just fine.
Shoes: these can be running shoes
used with toe clips on the pedals or
rigid biking shoes with cleats that attach
to the pedals. The stiffer-soled bike
shoes deliver more power to your pedal
stroke and can prevent feet from going
numb as you ride.
Sunglasses: protect your eyes from
glare and grit on the road.
Bike gloves: for shorter (sprintdistance) races you can omit these to
save time. Your hands probably won't

feel the difference. Nice to have on
longer rides, though.
Shirt: this can be your swimsuit or the
top you wore in the swim; some like to
have a dry shirt on in cooler conditions.
Bike shorts: optional. You may want to
wear a tri-suit with a thin pad for the
whole race.
Socks: optional. Avoid cotton, which
will cause blisters.
Water bottles: one or two, depending
on the distance and the temperature.
Bike pump: attach to your bike frame.
Spare tube/patch kit: keep in a small
under-seat bag. This will help you finish
the race if you get a flat.
Bike computer: optional, but useful to
keep track of your distance, time and speed.
RUN
Running shoes: with speed laces to
save time.
Socks: to prevent blisters.
Sun hat: to shade your face.
Race belt: optional. Lets you attach your
race number quickly after the bike leg.
TRANSITIONS
Towel: to wipe your feet off after
running from the swim to your bike.
Gels, bars or sports drink: keep
handy for the bike ride and run.
Sunscreen: apply before the bike or run.
Daypack or duffel bag: to carry all
your gear to the race and keep things
organised.
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IN SEASON TRIATHLON

Triathlon

Fitness packs improve
swimming training
Award-winning swim equipment brand Aqua Sphere
has devised special Fitness Packs for swimmers that
include a trio of products to improve experience and
training in the water.
Along with a silicone-quality cap, each pack contains
high-quality pool-friendly training fins to provide optimum
resistance for toning and strengthening the lower body, plus a
choice of goggles or swim masks to comfortably protect the eyes
and ensure optimum 180-degree visibility.
With retail prices starting at only £27, Fitness Packs are a
great way to maximise swim sales at this time of year.
For more information visit www.aquasphereuk.co.uk or call
01254 278873.

Nathan - elite but no elitist
All packs in the Nathan Elite range feature the company’s
exclusive XTS Cradle, which flexes to the contours of the body
and holds the hydration bottle securely in place. A wide-mouth
holster makes removal and replacement of the bottle lightning
quick. Airmesh moisture-wicking backing, limited-stretch
elasticised waistbelt and zippered pockets come as standard,
while the top-of-the-range packs also feature nutrition flasks
and reflective piping.

1000 Mile Sock Tri-umph
The new Tri sock features the unique properties of Marfil,
which has the lowest weight of fibre ever conceived and
superlative wicking properties. An arch brace provides
customised fit, a flat toe seam minimises rubbing and
top venting helps keep feet cool.
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Maxim maximises performance in one shot
Sports nutrition specialist Maxim focuses not only on the performance of its
products but also the taste. New to the extensive range is a 25g single serving
gel available in banana and vanilla with caffeine. Also debuting are Cappuccino
and Caramel Crunch Energy Bars, Red Fruit Electrolyte cans, sachets and tubs and
a Hazelnut/Caramel Protein Recovery Bar.
Enquiries on all the above to 1000 Mile Sportswear: 01923 242233.
sales@1000mile.co.uk.

www.sportindustry.biz

EAS Energy
EAS Energy provides a serious energy boost, as the UK’s leading
triathlete, Tim Don, knows. The range is designed to help triathletes
train, build muscle, reduce fat and recover quickly from exertion.
Carb Loader loads carbohydrate and glycogen to ‘charge’ the
muscles and liver ready for exercise. Precision Carbs is an advanced
drink for continuous energy flow, while the electrolyte drink Iso Drive
helps sustain energy levels.
The quickly digested Myoplex Energy bar helps maintain energy
and is ideal to eat while cycling. The Energy Gels deliver immediate
energy for the final push. Finally, Recovery Max delivers highly bioavailable whey proteins for rapid regeneration of muscle tissue.
Find out more at www.eas-uk.com or call 0870 350 3270 to see
why EAS Energy are products the professionals use.

Welcome to blueseventy
For the past 15 years blueseventy has spent
countless hours designing Ironman Wetsuits with
one goal in mind - to make swimmers faster.
Along the way the company has crafted accessories that enhance the
open water swimming experience, empowering you to become a more
confident, stronger swimmer.
blueseventy believes that its wetsuits should be an extension of the
athlete, not just a piece of gear. Now, in addition to making the Ironman
range, consisting of high performance products designed to go the
distance, the company has also designed new products to help the athlete
enjoy their open water experience.
Seventy per cent of the world is covered in water - no lane line; no
chlorine; no walls. Whether you are starting your first triathlon, doing
your 10th Ironman or swimming in lakes, rivers or oceans, blueseventy is
right there with you
All enquires to brian@blueseventy.com or call 0208 5048296.

www.sports-insight.co.uk

37

IN SEASON FOOTBALL

Football

For the Vision: For the Success:
For the Emotion
In the run-up to the 1974 World Cup Reusch and former West
German number one, the legendary Sepp Maier, developed the
world's first functional goalkeeper glove with a latex palm - a
milestone in the history of football.
Maier wore the gloves in the finals, became a world champion
and was voted best goalkeeper of the tournament. Since then a
further five Reusch goalkeepers have become world champions.
In 2006 Reusch developed a striking new range - the Goaliator
Range. Dida of Brazil will wear the Goaliator Pro Ortho-Tec and
hopes to become Reusch's latest world champion.
For further details of the Goaliator World Cup Range of
gloves contact BF Sports on 0161 439 4383 or email
bob@reuschuk.com

Italian style comes to
English pitches
Italian football company Valsport
is proud to introduce, for the first
time in the UK, its Teamwear
Collection for the 06/07 season.
Commenting on the range,
Caltia’s managing director,
Adam Heaslewood, said: “I am
delighted with this new
collection. The range has been
in development for the past 18
months and the end results are
fantastic.
“We have been very focused
on bringing a high quality but
affordable range to the market,
and we have definitely achieved
this. This range really
complements all the other
products that we offer. Our range
is now the most comprehensive it
has ever been and caters for
everything the modern-day player
and team requires.”
To view the new Teamwear
range or request a brochure
email info@caltia.co.uk or call
020 8771 5982.
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www.globalfootballcompany.com
Official Three Lions England merchandise is available from the
Global Football Company. Grab it while it lasts for retail or for
your World Cup-themed party.
See the directory advert at the back of this issue, call 0161
282 0770 or email
info@globalfootballcompany.com for a 2006 brochure.

Hummel Teamsport Catalogue
Hummel’s Teamsport Catalogue is now available, featuring new styles for 2006. There are
Equipo kits from £200, authentic kits from £235 and new design hooped and striped shirts
from £280. All the kits utilise Hummel’s temperature control systems, so offer superb value
for money.
The company’s technical collection features breathable, windproof and waterproof outer
garments and moisture management for the playing jerseys.
Hummel’s 2006 football boot collection is available from stock, alleviating retailers’ needs
to hold stock themselves. Boots range from £20 to £175 and feature the latest Pittards
Leather technology combined with a ‘fashion’ twist.
Hummel: 0208 275 1170. www.hummel.dk

www.sports-insight.co.uk

39

IN SEASON FOOT CARE
“However, controlling foot
function comes from within the
footwear. If the foot is not correctly
supported from within the footwear,
it will continue to dysfunction,
regardless of the latest technology.”

Natural footprint

Playing footsie
With so many sporting injuries caused by badly fitting
footwear, sports retailers should look to the specialist foot care
market for increased revenue, says Catherine Eade
When you consider some of the
injuries sustained by athletes (not to
mention the rest of us more inactive
lesser mortals) are caused by
damage to our feet, it’s not
surprising to see the amount of
space dedicated to foot care in high
street pharmacies.
Each foot is an engineering
masterpiece. According to longestablished foot care specialist
Scholl, it contains 52 bones, 66
joints, 38 muscles and 214 ligaments
all working in harmony. However,
as the company points out, we tend
to ignore our feet and take them for
granted - until they hurt.
Some of the most common
modern complaints include plantar
fasciitis (severe heel pain), patellofemoral pain (pain in and around
the kneecap), tibial stress syndrome
(shin splints), Achilles tendonitis
(painful and often debilitating
inflammation of the Achilles
tendon), and metatarsalgia (pain in
the ball of the foot).
Add to that the seemingly
ubiquitous lower back pain and you
have a host of conditions that
nowadays can be treated with the
right foot care solutions. But how
have complaints such as these
become so widespread?

Unnatural surfaces
The human foot was originally
designed to walk on soft, natural
surfaces like earth and sand. But
think of the amount of time your
bare feet manage to achieve this in
a day and you soon see the
problems. Pounding pavements,
running on roads, even walking on
carpets and floorboards force our
feet to flatten, twist the natural
line of the leg in motion and cause
imbalances in the entire body.
Most people know that, while
running and jogging are excellent
forms of exercise, they subject the
body to considerable stress. Each
time a runner's foot hits the
ground, for example, it generates
forces equivalent to at least three
times the body's weight. It is
therefore vitally important to do
everything possible to protect the
feet, ankles, knees, hips and lower
back vertebrae.
“Footwear technology is still
evolving and manufacturers are
constantly looking at gait analysis
and researching the best materials
to include to gain the optimum
performance from heel to toe,”
says Richard Brand, European
sales director of Vasyli
International.

Luckily, help is at hand for treating
such complaints. There is a large
and healthy sector of the market
catering for those who have ‘lost
their natural footprint’, as Vasyli
would put it.
The company founded by
Australian podiatrist Phillip Vasyli
has spent 25 years developing
orthotic treatment designed to
relieve pain and provide comfort,
and is used by podiatrists, physical
therapists, chiropractors and sports
medicine practitioners worldwide.
Vasyli’s biomechanical solutions
include custom orthotics, which are
distributed to footwear retail
chains, sports outlets and
pharmacies.
“As a company we believe
education of the retailer and
consumer is paramount to wellbeing and resolving injury
problems and we put a large
amount of resource into this
important facet of the business,”
says Brand.
“It is imperative that retailers
are aware of the latest technologies
and possibilities in order for them
to offer the advice and direction
the discerning consumer is after
these days.
“For many years we have been
involved in educational seminars
delivered to podiatrists where the
main content is ‘Common Causes of
Biomechanical Dysfunction’. Our
main focus as a company is the relief
of pain in the foot, knee and back, as
well as aching legs, and we are
embarking on a similar training
package for interested retailers.
“Technology in footwear from
manufacturers continues to evolve
with the ‘leading’ companies looking
for the smoothest transition from
heel to toe, and each year they
develop, enhance or launch a new
shoe. Each time a shoe is released
the manufacturers advertise that it is
lighter, faster, more cushioned and/or
supportive, etc. Yet injuries continue
to occur, so there is an onus on
manufacturers to help resolve these
issues and retailers to try to explain
what is happening to the foot and
determine solutions.”
www.sports-insight.co.uk
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IN SEASON FOOT CARE
Vasyli’s most popular product is
the Orthaheel - a unique, patented
device that mimics the natural
footprint. The orthotic device helps
feet to maintain ground contact
without having to roll over
excessively, thus restoring natural
foot function.
“The foot does not function
alone but in conjunction with the
ankle, knee, hip and lower back.
Much like bad wheel alignment on a
motor car, poor alignment of the feet
can cause wear and tear on other
parts of the body,” says Brand. “The
key to preventing problems is not
just cushioning or shock absorption it is to restore our natural foot
function by controlling excess
pronation and supporting the feet in
the right areas.”

Foot care problems
widespread
SOLE is another company dedicated
to foot care technology, with its
Softec series of insoles using heat
moldable technology customised to
each foot. Tim Willson, co-director
of SOLE, says: “If you are not
supported correctly from the foot,
the entire kinetic chain in your body
is affected.”
He points to a recent NHS report
highlighting that there are currently
1.2 million patients receiving orthotic
care in England. “NHS budgets for
orthotics are generally overspent and
little can be done for around 85 per
cent of patients. These people still
need some form of treatment and
this is where over-the-counter sports
orthotics come into play,” he says.
Willson explains the need for
custom rather than mass-produced
insoles: “Some insoles that come with
your shoes are better than others
because they are built with better
materials and offer more support
than others. However, nearly all of
them, even the top brands, come premoulded from the factory and are
designed to fit feet like yours, but not
designed to fit your feet.
“To compensate for the inability
to do anything with the inside of

the shoe for the mass market,
manufacturers concentrate on the
outside of the shoe by adding harder
materials to the sole to try and assist
with problems like overpronating.
These do help but still do nothing to
tackle the main problem of supporting
the foot itself, inside the shoe, nor the
host of other foot and lower limb
issues affecting many people.
“Supporting the foot inside the
shoe is what will really make the
difference to preventing or treating
foot and lower limb injury or
providing enhanced performance out
of your footwear.”
Willson believes that adding
orthotic foot care products to a
retailer’s range makes very good
business sense. “Nobody has perfect
feet or the perfect stride and with
today’s repetitive impact sports and
more people engaging in a sport or
activity on a regular basis - some to the
extreme - they will find that it will
cause specific strains on their body,
especially if they are above 30 years,”
he says. “People want to take care of
themselves and do their activity
without pain and causing injury.
“Most shops have a good
knowledge of footwear and can advise
customers accordingly. Taking this to
the next level is a relatively easy step
in dealing with specific foot and lower
limb issues. With over-the-counter
sports orthotics such as SOLE Custom
Footbeds, these are meant to treat
numerous common problems that are
in the mild to moderate category.
“A good over-the-counter sports
orthotic is going to provide arch and
metatarsal support, even weight
distribution, stability, heel strike
support and possibly cushioning, but
is not adding corrective wedges and
angles, something that is reserved for
a professional bio-mechanical
specialist treating more severe issues.
“If the stores stick to dealing with
the mild and moderate issues, this can
be done on the same level as advising
customers on which shoe best suits
their physical make-up.”

Retail tips
As Willson points out, the orthotics
sector is year-round and extends
beyond the footwear sold in-store. He
has some good advice for retailers who
are thinking of entering this lucrative
area:
“A running store can provide a
solution for dealing with a hiking boot
as well, and vice versa. Instead of just
selling a pair of cycling shoes, custom
fit those cycling shoes.
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For customers who have tried every
shoe in the store but their heel spur is
still killing them, don’t lose the sale custom fit their shoes, solve the
problem and make two sales.
“Talk to your customers if they
are having foot, ankle, knee, hip,
shin splints, heel spurs, or back pain,
have trouble with their feet while
walking downhill, excessive arch
movement in cycling shoes causing
fatigue, are going on a ski holiday
and need boots fitted - the list is
endless.
“Ask them if they have been to
see anyone, are they being treated,
etc. Are they on a nine-month
waiting list, does their custom
orthotic not fit their trainers so they
are not using it to run with, etc. All
these people and more can benefit
from a good over-the-counter sports
orthotic.
“Add them to your online sales,
which is a rapidly growing market.
People are often online these days
looking up their foot problems and
aches and pains and they then start
surfing for a solution.”
“Foot and lower limb issues
significantly affect your business,”
Willson sums up. “If you can help
someone continue to participate in
the sport or activity they love, you
will have gained a loyal customer,
rather than lost a customer by them
having dropped the activity all
together.”
Richard Brand of Vasyli adds:
“There is orthotics for allsports
footwear, so the retailer will benefit
from an additional sale while also
introducing a product that their
customer will be thankful for.
“We believe in our products so
much that we offer a 30-day moneyback guarantee. This means for the
retailer that they can offer Orthaheel
orthotics in the knowledge that the
products work and the consumer will
feel the benefits.”
For retailers who would like to
know more about foot care there are
many sources of information. The
internet is a good one for each and
every foot, limb, back and other
problem caused by badly fitting
footwear, and the manufacturers of
orthotics and other insoles are also
keen to provide technical information
about their products.
If more people were simply made
aware of how many products are
available for their feet, the
preventable injuries that so many
sporting bodies suffer from could
become a thing of the past.
si
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For a
sports retailer
there are so many
considerations that go into
selecting the right product for shelf
space. Brand name, POS, margins –
these are all critical factors. But none of it
adds up to much if there’s no real incentive for
profit in the margins or sales potential.
Orthaheel from Vasyli is a product that ticks all the right
retail boxes. These are medically proven, award winners, that
have been recommended by podiatrists and building up real customer
loyalty for the last ten years. These neatly packaged slip in footbeds have been
increasing turnover by some 20 percent year on year – a sales opportunity that until now only Boots and
independent pharmacies have enjoyed. Currently there are about 15,000 pairs going out of these retail
doors each month!
The importance of footbeds as a core sports product has been growing steadily as consumers become
more educated on the importance of footfall and biomechanics to their performance and general
wellbeing. It’s something skiers and runners have been aware of for a long time, but now skaters,
snowboarders, in fact anyone whose sport of choice involves footwear, are all realising how critical good
alignment and posture is to their enjoyment, technique and general fitness.
And now, with the introduction of the function loaded Sports shoe insert alongside the Shock Absorber
version, Vasyli are putting the power of their brand popularity behind the needs of the sports market.
With a neat merchandising set up, great margins and marketing support in fitness, lifestyle and national
press, it’s got to be good for sports retail footfall!

Call Vasyli on 0800 0276159
For in depth technical information www.vasyli.com

IN SEASON FOOT CARE

Foot Care & Orthotic
Superfeet - the premium insole
Superfeet premium insoles are a definite ‘must have’ for any athlete. First
launched in 1977, the Superfeet brand has grown dramatically and now
produces some of the most innovative insoles on the market. There are
currently three different categories of Superfeet, ensuring that there is always
an insole to match your needs - Custom-Fit, Trim-to-Fit and 3/4 EasyFit.
The foot is an integral part of the body and influences the ankles, knees,
hips and even shoulders. When the foot is not supported properly with the
correct footwear and a foundation to walk on, common problems such as shin
splints and plantar fasciitis can occur.
Feet naturally pronate (roll inwards) to a degree. However, it is when overpronation occurs that problems arise. Superfeet premium insoles are
specifically designed to combat this problem, putting a foundation under the
feet and introducing shape and control of the heel bone, which in turn
stabilises the foot.
Superfeet recognises that 80% of the population over-pronate and in a
recent study 62% of people complained of having foot pain all of the time.
Superfeet insoles assist in slowing and preventing excessive pronation whilst still
allowing the foot to pronate, as it should naturally within a manageable degree.
The insoles help to realign the body, reducing over-pronation and decreasing the
amount of stress placed on the body.
The Superfeet range of premium insoles offer an integrated approach to
foot comfort, with every product designed to allow the foot to function as
nature intended, with 100% comfort through 100% of the stride.
For more information about Superfeet visit www.anatom.co.uk or call
Anatom on 0131 221 2200.

SOLE Custom Footbeds
Why do athletes use SOLE to custom fit their footwear?
• To prevent or treat foot and lower limb injury.
• To increase performance by improving stability and alignment
with proper support that will also reduce lower limb fatigue and
increase overall comfort.
SOLE Custom Footbeds:
• Are guaranteed to fit and work.
• Are heat mouldable for a custom fit.
• Provide an orthotic level of support.
• Come in four models to fit most footwear applications.
By design, the fitting process is fast and easy - about five minutes.
Customers can fit SOLE at home or you can add that extra level of
service by offering custom fitting in-store.
Take your specialised product to the next level and become a
SOLE retailer.
www.yoursole.co.uk or call 0845 644 3742.
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Straight up - it’s all about footfall
Vasyli is the business invented by podiatrist Phillip Vasyli specifically to
research, develop and produce innovative footwear and foot care solutions.
Evolving from its medical orthotic background, Orthaheel is the
company’s over-the-counter retail offering designed to restore our natural
foot function by controlling excess pronation and supporting the feet in the
right areas.
This award-winning product, which comes with an unconditional 30-day
money-back guarantee for the consumer, has been stocked by Boots and the
pharmacy sector for the last 10 years and sales continue to grow as the
consumer looks for answers to foot, knee and back pain as well as aching legs.
The Sports and Shock Absorber are key products to consider, while the
Heel Pain Reliever can fit into football boots or indoor sports shoes. Vasyli
provides full retail training, POS and merchandising support. National and
lifestyle press coverage will ensure the momentum continues and sports
retail can benefit from this footfall as well.
For further information call 0800 027 6159 or visit www.vasyli.com

Scholl Adjustable Gel Arch Supports
Scholl Adjustable Gel Arch Supports (RRP £12.99) provide
advanced cushioning support for flat and weak or fallen
arches. They have been specially engineered to give maximum
relief from foot strain and tired, aching feet.
The unique system of interchangeable gel inserts allows
you to choose the appropriate level of support to suit you. The
clear gel construction makes them discreet and durable, whilst
the three-quarter length design means they fit shoes without
crowding and allow toes to move freely. The heel cup is
shaped to cradle your heel. They feature a non-slip grip to
help them stay firmly in place and are washable.
Scholl: 08701 222 689.

www.sports-insight.co.uk

45

THE RUSH

NEVER SLEEPS.
It’s your morning run wake-up call

The new
Adrenaline® GTS™ 6

Run world, run.

Mild to moderate pronators, prepare to
get your blood pumping. The Adrenaline®GTS6
is the latest advancement in the most
versatile running shoe out there.
Now featuring progressive posting for
ultra-smooth transitions through the
gait cycle, this is the shoe for adrenaline
junkies, cushion lovers and stability
freaks alike.

For a dealer near you check

www.brooksrunning.co.uk

or call customer services: 01903 817009 Brooks Sports Ltd.
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ASICS GEL -KAYANO SOCKS.
T H E R E ’ S O N LY

ONE THING

COME BETWEEN

YOU
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AND

Y O U R F O O T W E A R A N D T H AT ’ S

US.

The ASICS Kayano sock is just part of the ASICS sock collection designed to enhance your running experience. Featuring high-density pile cushioning
which adds extra cushioning at the “strike zones”, articulated arch support with mesh material for added breathability and a nylon reinforced heel
and toe provides additional durability. This collection covers every requirement of running sock technology and promises to be around for a long time.
Fore more information on the ASICS sock collection please call sales on 01925 243360.

IN SEASON RUNNING/ATHLETICS

Running/Athletics

HILLY launches probably the most
technical sock in the world
HILLY Clothing Ltd has just launched its most technical
sock - the Mono Skin Supreme.
The sock has dri-release wool with Freshguard in the
body of the sock, so that it is antimicrobial and wicking.
The reinforced heel and toe areas are made from Profilen,
a friction-free yarn, to help reduce blisters.
The socks are also anatomical, ie a different sock for
each foot, with contoured padding.
The socks have mesh panels on the top and ‘vent’ flex
notches on the front of the ankles to reduce bunching.
Finally, a key development is that the flat toe seam
construction is under the foot.
For further information and stockist details call
0161 366 8207.

Rucanor running
Whilst Rucanor may not be the first brand name to spring to mind when thinking
about running products, think outside the (shoe)box as there are numerous products
in the company’s SPORT collection 06/07 catalogue that neatly fit into this category.
For training at home and in the gym there are weights, gym balls and skip ropes, while a
new range of benches and heart-rate monitors will be available from September.
Out on the road you might need a drinking bottle, large-display stopwatch with wristband,
ankle and wrist weights to improve stamina and a reflective vest or lights.
If you’ve been unfortunate enough to sustain an injury, Rucanor can also provide relief with a
comprehensive range of neoprene and elasticated supports.
Whilst your customer is trying on the shoes they came in for, don’t forget to offer them all of
these high-margin products whilst they’re in your store.
For further information on these or any other products from the Rucanor range, call the
Sales Hotline Number: 0845 2300147.
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Hi-Tec Silver Shadow X5
Voted one of the 10 most influential running shoes
of all time, Hi-Tec re-incarnated the Silver Shadow
in the form of the X5 this year.
It incorporates the company’s new 4:SYS
technology as well as V-Lite build construction.
Other key features of the shoe include:
• Carbon rubber heel, soft rubber forefoot for
added shock absorbency.
• TPU external midfoot support.
• Lightweight mesh/synthetic upper.
• Ultraflex Vamp.
• TPU moulded heel.
• Speedlace system.
• Reflective harpoon and counter.
Hi-Tec: 01702 541741.

Saucony Grid Hurricane 8
Saucony premiered the Grid Hurricane 8 at the London Marathon
Exhibition. On its custom-built corporate stand Saucony offered free gait
analysis with its ShoeLab and the chance to try out its entire range of
technical running and fitness shoes.
The Hurricane has, once again, scooped the Runner's World US
Editor's Choice award. Throughout its critically acclaimed history, the
Hurricane has won awards from Runner's World, The Sunday Times, the
Consumer Association and many more.
Saucony has taken the Runner’s World ‘Editor's Choice’ or ‘Best Buy’
gong four times with four different shoes in the last year.
RRP remains £90. For more information contact Saucony UK head
office on 023 9282 3664 or click www.saucony.co.uk

www.sports-insight.co.uk
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To finish...

THE

RUNNING

1060

Divan: Physiotherapist and runner.

WHAT MOTIVATES YOU ?
Amateur or professional, fitness or elite runner, we all have
different motivations. To switch off after a hectic day or to
drop a jean size is as important to someone as completing
their first marathon. New Balance, supporting real people
and their pure motivations since 1906.

IN SEASON TABLE TENNIS

Positive spin
Table tennis has a strong home market and is a popular
sport nationwide, according to Alan Ransome, managing
director of Ransome Sporting Goods

All kinds of people play table
tennis and, generally, it is a very
popular sport everywhere.
That’s the verdict of Alan
Ransome, managing director of
Ransome Sporting Goods, the
company behind table tennis
brands such as Butterfly and
Schildkröt
Says Ransome: “Sales have been
very positive from our perspective
and we have seen worthwhile
growth across the board. Table
tennis is generally a very stable
market and has been showing a
modest growth for some time. All
the signs are that this will continue,
although anything spectacular is
unlikely.”

their country’s national sport, due to
the fact that it is such a good sport
for health and fitness for the whole
community.”
Table tennis is popular all over
the UK, with pockets where the
sport is very strong at a high
performance level due to the efforts
of a small number of strong clubs.
“The main peak for home table
tennis tables is in the run-up to
Christmas,” says Ransome. “For the
specialist market, there is a peak at
the beginning of the season in
September or October, particularly
for the league and club players who
purchase new equipment to start
their new season.”

Butterfly Pan Asian rubber, which
produces the right level of spin, speed
and control to assist the development
of good strokes.
The Start Sport programme
includes two full-size and two juniorsize Skills bats, six Butterfly Youth balls
and an information pack that provides
customers with four pages of coaching
hints on how to start, a history of the
game, basic rules and how to join a
club.
“The reaction of both programmes
in the early stages has been very
positive,” says Ransome.
si

New launches

Family appeal
The home market is strong because
it is a great game for the family, says
Ransome. “There is a steady growth
in schools, particularly due to the
increase in Government programmes
for sport,” he told Sports Insight.
“It is good for players of all ages
and abilities, including for people
with a disability. The Chinese
government selected table tennis as

Ransome Sporting Goods has
recently launched the Butterfly Skills
table tennis bats and Butterfly Start
Sport table tennis programme.
The Skills bats have been
produced in conjunction with the
English Table Tennis Association
and are ideal low-cost bats for
people just starting the game who
want to improve at the maximum
rate. The bats are covered with
www.sports-insight.co.uk
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Table Tennis
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STIGA & LION table tennis ranges
STIGA and LION have a first-class pedigree when it comes to table tennis. In April 1995 Alan Hydes, former English Champion, and Mats Bandstigen
of STIGA met and planned STIGA’S successful launch in the UK market. Following this meeting, STIGA sales have grown rapidly year on year.
STIGA sells a range of commercially priced products - from beginner bats at £2.99 up to premium price to cover the top-end of the competition
market. This enables STIGA to generate maximum sales for the UK retailer. A major benefit for retailers selling STIGA products is that all the
information relevant to the product, such as speed, spin and control, is highly visible on the packaging.
LION is the biggest manufacturer of table tennis bats in the world. This allows Lion Sports (UK) Ltd to benefit from the economies of scale that
the world’s largest factory for producing table tennis bats creates.
Retailers looking for further information on either STIGA or LION ranges should contact Lion Sport (UK) on 01903 267599 or email
info@lionsport.fsbusiness.co.uk

Cornilleau SPORT range
For 35 years Cornilleau has been at the forefront of technological
advances in table tennis. The urge to innovate has greatly
contributed to the design of high-performance products and
establishing the reputation of the brand in more than 35
countries worldwide.
Cornilleau’s SPORT range is designed for intensive
recreational use; leisure customers have five models to choose
from to suit their budget. Indoor and outdoor versions are
available on all models and some have a choice of blue and
green playing surfaces. Outdoor models are weather resistant
and guaranteed for five years. They are protected against sun,
rain, snow and frost and can be safely left outside all year
without any risk of deterioration.
All tables are supplied with a net and post set, which
remains in place even when the table is not in use to save time
at each set up. The net on most models is both height and
tension adjustable.
All rollaway tables incorporate Cornilleau’s patented
Compact Technology folding system, which is designed to handle
the table easily and safely whilst minimising storage space. The
locking mechanisms facilitate easy opening and closing of the
table, with the double locks ensuring the table automatically
locks in both playing and storage positions for complete safety.
All rollaway tables have playback facility for solo practice.
For more information visit www.uktabletennis.co.uk, email
sales@uktabletennis.co.uk or call 0845 2600780.
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LION SPORT (UK) LTD
The Lion Factory is the World's Largest
Producer of Table Tennis Bats in China
Please contact LION SPORT (UK) LTD for your nearest STIGA and LION stockist
Tel: 01903 267599 Fax: 01903 694798 Email: info@stiga-lion.com

NEW STIGA 3 Star Optimum Balls
THE OPTIMUM SPHERE
A table tennis ball designed as a perfect sphere takes the game to
its highest competitive level. Exclusively adopted by The British
National League, this ball is the product of intensive research,
displaying a unique quality in its stability, weight and roundness
that has been well received by world class players. ITTF approved.
Our hardest ball for your strongest shots!

STIGA Tables
EXCELLENT ENGINEERING
The successful compact storage system has been an outstanding
success for STIGA. UK clubs/coaches choose STIGA due to its excellent
engineering qualities that provide a durable table, which takes up the
minimum amount of storage space. STIGA’s range of tables covers home
use, school play, club competition and international matches.

PREMIUM Compact Table
ITTF APPROVED
This model is ready assembled for playing. The World Class table
with the unique and safe Super Compact System. 25mm top.

STIGA Titanium Bat
ITTF APPROVED
This is the ultimate bat for the direct power-hitting player
who concentrates primarily on pure speed, rather than spin.

LION Tournament 3 Star
ITTF APPROVED
Value for money competition ball.

Lion Sport (UK) Ltd Tel 01903 267599 Email info@stiga-lion.com

Power up your profits
Tony James shows you what you need to do to become a power retailer and boost your bottom line into the bargain
No one needs reminding that it's
tough for small independents in the
sports goods business these days,
particularly as competition from
national retail chains has never been
so fierce.
But that doesn't mean that the
arrival of the big boys in the next
street automatically heralds doom and
gloom. In fact, figures show that many
independents are fighting back by
using what has become the latest
buzzword in business planning power retailing.
"The rules of retailing are
changing," says consultant Bob
Nelson, a former sports goods
executive who is now a leading power
retailing strategist.
"Consumers are demanding more
and getting it, and for small
independent retailers the key to
success - or perhaps even survival - is
being able to adjust to the changing
business environment faster than
their competitors."
Nelson explains: "In today's
explosive market place, with
skyrocketing expenses and often

stagnant revenues, even well-managed
retailers find it a big problem to
produce bottom-line profits.
"We have found that in the battle
to generate sales the winner is not
necessarily the biggest, but the most
resourceful. Small retailers can fight
back by updating their overall
marketing strategy, refocusing on
stock, price and efficiency, and by
countering with lots of in-store
celebrations and fun."
So just what is power retailing?
According to Nelson it's: "Fast and
focused. Merchandise is well selected
and plentiful. Customers go out of
their way to shop there because they
know they'll find what they want with
the minimum of hassle.
"And although price is obviously
very significant, studies have shown
that it's no more important to the
punters than the range and quality of
goods and the appearance and location
of the store."

Key principles
Consultants stress that power retailing
has three key principles:

■ Devise a ‘game plan’ that is outlined

in advance.
■ Focus on how best to

satisfy consumers.
■ Concentrate on one aspect of retail

strategy - say long hours or best
delivery service - which serves an
unfulfilled customer need.
To be a power retailer you must
also recognise consumers' minimum
expectations, says professor of business
studies Dr Barry Berman, author of
Marketing in the 21st Century.
He explains: "For instance,
working women expect shops to be
open late. This is a minimum
requirement. Even if your
business dominates other
areas, it must always satisfy
the minimum standards set
by its customers."
Studies have shown that
power retailing comes in at least
six different strategies, and several can
be combined to provide even greater
sales power. Here are the most effective:
■ Be price-oriented and cost-efficient,
to appeal to price-sensitive shoppers.
■ Be upmarket to appeal to full-

www.sports-insight.co.uk
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POWER RETAILING
nothing. I was sceptical when he told
us he could help get us 30 days'
business in three days, but he was
right. He told us exactly what to do
and what not to do."
It was hard for Fraser to believe
that customers would suddenly start
flocking to his shop but, as he says:
"When we opened for the first day of
our sale, people were actually waiting
to get in. His methods created an
exciting atmosphere for our customers.
Not only did we keep the shop open,
but it now operates at a satisfactory
profit."
Bob Nelson encourages his clients
to be "bold, daring and innovative" in
their marketing approach. "The
problem is that when a business is
struggling some are so discouraged
that they do nothing to promote the
business," he says.
Other consultants confirm that
power retailing means changing your
way of thinking and fine-tuning your
business strategy, refocusing on
location, customer service, price
and efficiency.
Previous page:
Display merchandise
that is easy for
customers to see, feel,
touch and buy
Above: In the battle
to generate sales the
winner is not
necessarily the biggest
Right: A priceoriented strategy is the
easiest for competitors
to duplicate

service, status conscious consumers.
■ Be convenience-oriented to appeal to
consumers interested in easy shopping
in handy open-all-hours stores.
■ Offer an extensive selection of
product lines to appeal to customers
interested in in-store shopping
comparisons.
■ Be customer service-oriented to
appeal to consumers who believe there's
a general decline in retail service.
■ Be innovative and exclusive.
Provide products and services not
stocked by other local stores.
Consultants warn that retailers at
mid-level in all six categories are
unlikely to succeed in the long run.
According to Dr Berman: "They need
to be first-rate in at least one strategy if
they are to successfully warn off
competition.
“And retailers should remember
that a price-oriented strategy is the
easiest for competitors to duplicate, at
least in the short term, and that pricesensitive shoppers often have little
store loyalty."

Necessity
Power retailing is fast becoming a
necessity rather than an option for
independents when a megastore
moves into town. A recent study
showed that there can be a drop in
sales in the first year of up to 30 per
cent, making it essential for a new
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strategy to be put in place.

Tips & tactics

As Paul Warwick, a Business Link
retail consultant, puts it: "A shop can
no longer survive just by being there,
no matter how many years it has been
a part of the community. Independent
retailers have never had so much
competition, not only from the
multiples, but from factory outlets,
national discounters, mail order and of
course the internet.
"No wonder small retailers say
they have lost business confidence.
They tell me nothing seems to work
any more - even their seasonal
clearance sales don't bring in the
punters like they used to."
Which is why consultants urge
independents to turn to power
retailing. Bob Nelson, dubbed the
‘Retail Doctor’, has helped hundreds
of independents compete against
powerful competitors and says that in
many cases he has been able to
increase sales and cash flow beyond
the owner's expectations.
A recent client was independent
sports store owner Jim Fraser, who
says: "We had decided to close the
shop. It was in a poor location with
limited customer parking, but I agreed
to have one more try to pull it round.
"I had been reluctant to try a sales
consultant because some of these
people end up taking 90 per cent of the
money you make and you end up with

So just what do you need to do to
become a power retailer? Here are just
some of the tips, tactics and ideas that
can give you a dramatic boost:
■ Carry merchandise your competitors
don't have, and price it at what the
customer is willing to spend not what
it costs.
■ Test a range of promotions - new
offers, new items, new prices.
■ Develop a tracking system to
identify products that are best sellers.
■ Attend trade shows and join buying
groups to find better value.
■ Use questionnaires to find out
customer wants and needs.
■ Ask suppliers to help with
advertising. See if they will share
freight costs.
■ Establish a flexible buying plan that
allows for special in-season purchases.
■ Develop a mark-down strategy to
dispose of out-of-season goods.
■ Ask for invoice extensions and for
trade discounts for prompt payment.
■ Display merchandise that is easy for
customers to see, feel, touch - and buy.
■ Look for the chance to increase prices
on lines your competitors don't carry.
■ Promptly return sub-standard or
damaged goods.
■ Keep a close eye on monthly
overheads and expenses.
■ Get rid of unprofitable and slowmoving lines.
si
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IS YOUR BUSINESS READY FOR POWER RETAILING?
Here's a checklist that will assess if
you've kept up to date with the latest
trends. Simply answer yes or no:
Customer analysis
■ Do you know who your target

customers are?
Have you profiled them by age, income
and occupation?
■ Do you know where most of your

customers live?
■ Do you know why customers shop at

your store?
■ Do you know how many customers

shop with you every day?
■ Do you ask customers how you can

improve customer service?
■ Do you try to get back lost customers?
■ Do you emphasise the advantage of

shopping with you in your advertising?
Customer relations
■ Do you always give cash refunds

surcharging on small sales?
■ Do you tell customers how much you
appreciate their business?
■ Do you call customers to tell them
ordered goods have arrived?
■ Do you check regularly on staff
relations with customers?
Marketing strategy
■ Do your marketing techniques create
urgency and motivate customers to buy
now?
■ Do you know what type of advertising
works best - direct mail, newspapers, TV,
radio, etc?
■ Do you use a regular newsletter as a
marketing tool?
■ Are your advertising efforts costeffective in terms of results?
■ Have you got a current customer
mailing list?
■ Do you provide prizes or giveaways
during sales promotions?
■ Does your advertising excite customers?

when asked?
■ Do you offer a satisfaction guarantee?
■ Do you accept all credit cards without

How healthy is your business?
Answer yes if these statements are correct:

■ You are not worried about the longterm direction of the business.
■ You have never borrowed more
money than you can easily pay back out
of your profits.
■ Your working capital isn't all tied up
in stock.
■ You have no credit problems.
■ None of your regular customers have
moved to the opposition.
■ You don't lose confidence when sales
are slow.
■ Do you not need extra cash to buy
new merchandise?
■ Your monthly expenditure isn't eating
into profits.

How did you score?
■ More than 25 yes answers and you're
already into power retailing.
■ 15 to 20 yes answers and your
business is basically healthy but could
do with updating.
■ Less than 10 yes answers - you could
be in deep trouble if you don't have a
drastic rethink.

www.sports-insight.co.uk
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Talk more - pay less

ol is the next revolution coming to your business,
Voice Over Internet Protoc
ur telephone charges to zero? Dave Howell investigates
but can it really reduce yo
If your last phone bill
was much too high, how would
you feel about routing all of your
voice calls over the broadband
internet connection you already
have and, as a result,
significantly reducing your call
costs?
It’s a possibility with Voice
Over Internet Protocol (VoIP).

Getting started
So, what exactly is VoIP? When
you pick up your phone to call a
supplier you are in effect making a
private and direct connection to the
person you’re calling. Your call is
routed via an exchange, but to all
intents and purposes you have set
up a connection between your
phone and the person you dialled.
With VoIP your phone calls
become just like sending email,
and just like email your voice call
is broken down into packets, which
are then sent over the internet. Your
voice is then decoded at the other
end so your supplier can hear you
grilling them about why your
delivery is late.

It all sounds very simple, but
you do need to be aware of a couple
of crucial things before you throw
your existing phone in the bin. You
will need, in some cases, to replace
your existing phone with one that is
designed for VoIP services.
Also, you will, again in most
cases, only receive the maximum
discount on your calls if all the
people you’re calling are using the
same VoIP network. However,
services do exist that allow you to
make calls to all phone numbers,
including those overseas, for a
monthly subscription.
The industry is still in its
infancy, so you may not be able to
locate a VoIP service that
completely duplicates your existing
set up. VoIP service providers are
adding new features almost by the
day, so you shouldn’t have to wait
long before you can buy a VoIP
system that can completely replace
your existing phone.
Features like call forwarding and
voicemail are increasingly being
offered. If you rely on services like
these, by the end of the year you

should be able to find a service
that offers them all over one
network.

Hardware headache
As with any new technology,
you’re going to have to get your
head around some new hardware.
The easiest way of making a VoIP
call is by simply dialling another
computer that has the VoIP
software installed.
One of the most widely used is
Skype (www.skype.com). Once
you have downloaded and installed
the software, you can make
completely free calls to anyone
who is also on the Skype network.
Your computer will need a set of
speakers and it’s a good idea to
buy a headset microphone, but
these are the only additional pieces
of hardware you’ll need to equip
your PC with.
Clearly, the major drawback
with systems like Skype is the
need to have your PC switched on
to make any phone calls. The good
news is that there is an increasing
number of telephone handsets

“With VoIP your phone calls become just like sending email, and just like
email your voice call is broken down into packets, which are then sent over
the internet”
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“With the current state of the technology and the pricing structures that are in place,
VoIP offers an alternative that you can use in some situations”

available that plug into your
broadband router.
They enable you to make a call
with a traditional phone handset
from anywhere in your home or
office, as these phones are usually
of the cordless variety. And if you
want to use your Skype account
with a mobile phone, visit the
EQO website (www.eqo.com) for
more details.
Breaking the tie between your
phone handset and the PC you are
using to connect to the internet is
certainly preferable. And there are
several systems that allow you to
do this.
One of the most high profile is
Vonage (www.vonage.co.uk). With
this system a special box of tricks
is plugged into your broadband
router. This connects to a standard
phone handset - you should be
able to use the phone you already
have - which then enables you to
make calls over your broadband
connection.
For a fixed subscription you
can make calls to any number in
the UK, and with very low
international calls rates you could
save a huge amount of money on
your next phone bill.
Can you really replace your
existing landline? The answer will
depend on how you use your phone

and the hardware you use to make
the VoIP phone calls. If you had a
power cut, for instance, your PC,
internet connection, router and
phone handset wouldn’t then work.
Making an emergency call would
then be impossible. In fact, some
VoIP services bar some numbers
entirely, including 999.
With the current state of the
technology and the pricing
structures that are in place, VoIP

offers an alternative that you can use
in some situations. At the moment,
however, it’s still a good idea to keep
your existing landline running, just in
case you need it.
The market for VoIP is growing at
an astonishing rate, so you can be sure
the problems it suffers from at the
moment will have a solution very
soon. You can’t realistically reduce
your phone bill to zero just yet, but
this event is just around the corner. si
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The Directory
To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
ATHLETIC / SCHOOL CLOTHING

VIGA

Athletic Clothing Co. Ltd

Tel: 01257 269611
Fax: 01257 241677
www.viga.co.uk

MARTIAL ARTS

• WATERPROOF JACKETS •
• GILET TOP •
• LONG-SLEEVE TOPS •
• LEGGINGS & PANTS •
• CLUB TRACKSUITS •
• VESTS •
• SHORTS •

For All Your Martial Arts And Boxing Equipment
TOP TEN HAYASHI SPORTS LTD
61 Warwick Road, Rainham,
Essex, RM13 9XU
Tel: 01708-522288
Fax: 01708-523322
Email: info@hayashiuk.com

TEAMWEAR
With our in house manufacturing we can offer you consistency in colours, styles & quality, in
your own design or adapt our existing range to suit your team colours, branded with or
without the Spall logo. Repeat order’s (no order too small)

CUSTOMISED MANUFACTURING
•
•
•
•
•
•
•
•
•
•

SOCCER
ATHLETICS
RUGBY
BOXING (VESTS)
HOCKEY
BOWLS
BASKETBALL
TRAINING WEAR
NETBALL
SOCKS

Training
Wear

Soccer

Rugby

N E W

Hockey

Basketball

Netball

www.spall.com
Visit our website to view our full range
or ring for a free colour brochure.

C A T A L O G U E

RACQUET RESTRINGING

O U T

N O W

Spall LTD
Mohair Mills, Gibson Street,
Bradford. BD3 9TR
TEL: 01274 668045
FAX: 01274 665359
E-Mail: sales@spall.com
Web:www.spall.com

SWIMMING EQUIPMENT

SPORTS WEAR

SPORTS INSIGHT

Sports

Sports Insight is sent to over 5000
people involved in the Sports Industry
every month whether you are looking
to recruit* or just want to let people
know that you are there please contact
Tim or Keith to discuss the many options available to you.

Insight

tim@sports -insight.co.uk 01206 500240
k eith@sports -insight.co.uk 01206 505947
*All recruitment ads will also be displayed within the Recruitment section of the Sports Insight
website www.sports-insight.co.uk at no extra cost.
SOCKS

Tel: 0116 283 9427
Fax: 0116 244 0193
• Football, Rugby, Hockey and Back-to-School socks
• 150 designs & colour-ways, all sizes ex-stock
Manufacturers
• Knitted-in logos • In house design
and suppliers of the
• Cotton Feet • Padded Soles • Extra Stretch
revolutionary EuroSock

BOXING / MARTIAL ARTS

FCSI Ltd
Exclusive Licensee for Everlast, Boxing/Martial Arts &
Weightlifting Benches, Dumbbells, Barbells & Gloves

Tel: 0207 861 9934
Fax: 0207 863 7510
Email: ade.adelano@btinternet.com

Sports
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SPORTS BOTTLES

Howard Plastics
Sports Bottles
Manufacturers

Small quantities of printed bottles now available

Howard Plastics Ltd
Tewkesbury GL20 8NB
Tel: +44 1684 298206
Fax: +44 1684 850425
email: sales@howardplastics.com
web: www.howardplastics.com

MERCHANDISING
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Full ranges of the UK’s top clubs’ official
merchandise available to retailers at wholesale prices.
More than 100 great selling lines including:
hats & scarves; stationery; soft toys; footballs; keyrings
& badges; T-shirts; gifts & souvenirs etc.
T: 0161 282 0770 F: 0161 282 0733
E: info@globalfootballcompany.com

RACKET SPORTS

SWIM EQUIPMENT

Tretorn
Pressurised • Z Tour
• Championship
• Z Tour Trainer
Pressureless • Plus
• Micro X
• Micro X Trainer
Low • Mini Tennis Red,
Compression Orange & Green

Tel (01189) 770828
info@2ndserve.co.uk

RECRUITMENT
AREA SALES MANAGER MIDLANDS/NORTH

A highly competitive salary with additional rewards for success + car allowance and other benefits.
Following unprecedented growth in the last 18 months, McDavid is
seeking an experienced Area Sales Manger to cover the Midlands &
North.
The McDavid range covers sports medical products as well as the fast
growing category of performance and protective undergarments.
Reporting to the Country Manager, the role will involve:
➤ Servicing the existing, and growing the potential, customer base
➤ Direct selling and merchandising support to the independent
sports retailers, physiotherapy, eCommerce and private leisure club
accounts.
➤ Marketing support and liaison with the growing list of team and
individual endorsees particularly in football and rugby.

The candidates are likely to have:
➤ previous experience with either a sports medical
or football / rugby brand(s).
➤ a general interest in sport
➤ the ambition to develop a career with a dynamic
and fast growing company

Send or email CV and current salary details to:
Paul Sherratt, McDavid UK & Ireland, The Granary,
Shillbrook Manor, Bampton Road, Black Bourton,
OXON OX18 2PD
paul@mcdaviduk.com

TAIL-ENDER

Under the counter
A sideways look at the world of independent retailing
The other day, a magazine editor
asked me to write a piece about how a
busy career as an independent sports
retailer puts an intolerable strain on
married life.
"You know," he said, "there just isn't
time to sit down with your spouse and
have a nice leisurely chat, prune the roses
or read a good book. We're all too busy
texting and emailing and surfing the net
and wining and dining wholesalers and
salesmen," he said. "The word leisure
seems to belong to another age.
"Family life has gone out of the
window. No wonder there are all these
separations and divorces. I just don't know
what will happen to us and where it will
all end."
I thought for one awful moment that
he was going to cry. Then he said: "But do
try to put a bit of humour in it if you can people don't really want to read doom and
gloom. They haven't got the time."

Bags of time
I took the assignment because the money
was good, but I must confess my heart
wasn't in it for the simple reason that I just
didn't understand what on earth he was
talking about.
I'd rather you kept this to yourself, but
the truth is that personally I have bags of
time, always have had, and so has nearly
every small shopkeeper I've ever known.
That's probably why we became selfemployed in the first place.
Of course, it does help to have
someone like my devoted assistant
Norman, who admittedly does more than
his fair share of shop work, mainly
because he has been under suspended
notice of dismissal since 1986 for reasons
that had something to do with getting
drunk and falling asleep under the counter
on a pile of Paul Gascoigne shinpads.
I can't remember any more details
because, quite honestly, I'd had a small
sherry or two myself.
Norman's always there first in the
morning to open up, which means I can
be driving one way when everyone else
is driving the other and enjoy a
cappuccino when the coffee bar's empty.
Need I go on?
It's also one of the great universal
truths that you have a lot more time if you
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don't fill the shop and office with timesaving gadgetry. In the interests of the
simple life, I've given my mobile phone
to my son and moved the landline out of
the office and into the shop next to
Norman.

Electronic limbo
That way you can stay in the office with
the door shut and don't get disturbed
when you're busy doing nothing. The
phone rings stridently and unanswered
when Norman is at lunch, making the
tea or buying the afternoon cakes. I just
look at the answerphone from time to
time to see if there are any important
messages - like whether I've been
picked for the pub pool team. I deal
with the fax machine by taking the
paper out.
I look at my emails on the
computer when I take a break from
playing solitaire, but usually they're
special sales offers for hearing aids or
campaign messages from the local LibDem candidate, so I leave them in their
electronic limbo.
People continually try to bring me
kicking and screaming into the 21st
century, but happily they usually fail.
Someone recently gave me an electronic
organiser that told you how far it was to
Thailand and the date of your next
dental check.
"It will save you an awful lot of
time," they said. I couldn't be bothered

to explain that I don't actually want to
save time. I just want to spend it doing
nice things. I am not unaware of the
fact that this is a deeply unfashionable
view, which is why I have been at pains
to keep it away from Norman and just
hope you will, too.
Today's received wisdom is that if
you're not running yourself ragged
every minute of the day and night then
you haven't, in the latest scornful
phrase, ‘got a lot going on’.
Sometimes, while listening to
employee friends saying how frazzled
they always are, I have actually feigned
exhaustion just to be one of the boys.
And on those thankfully rare occasions
when I do find myself genuinely
pressed, I feel a warm glow of social
acceptability and a sense of belonging
at last to a ‘rush-rush’ world.
I was pondering such thoughts the
other day while planting a few early
broad beans on our Wednesday halfclosing day when I realised I had
missed the deadline on the piece about
overworked independent retailers. I
took it in next day, arriving at the
office breathless from using the stairs
when the lift was out of order.
"Sorry it's late," I gasped. "I've just
got so much on at the moment. You
know how it is - there just aren't
enough hours in the day."
Do you know, at that very moment
si
I think I actually believed it.

“People don't really want to read doom and
gloom. They haven't got the time”
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